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Rough Proofs 


As a result of vigorous legal ac- 
tion, “The Gumps,” “Gasoline Alley” 
and other popular comic strips are 
once more back in the Washington 
Post. That sort of battle must be 
yery enjoyable to Moon Mullins. 

. a. ee 

A carbonated coffee is the latest 
invention of the food experts. Some- 
pody is always doing something to 
spoil a perfectly good drink. 

vy¥seey? 

Helen Jacobs was so fearful of los- 
ing her amateur standing that she 
repudiated an advertisement featur- 
ing her tennis book. She didn’t an- 
nounce whether she intended to re- 
pudiate the royalties. 

=. 

The American Can Company is de- 
veloping a new metal container for 
beer, intended to take the place of 
bottles. This will make it easier for 
advertising men and other rough 
characters to revive the popular 
sport of rushing the can. 

~~ 

The normal demand for lemons, 
Don Francisco says, has increased 
50 per cent in the past few years. 
But perhaps this is only another evi- 
dence of the far-reaching effects of 
the late depression. 

, ¥ F 

The Federal government has fired 
a lot of its foreign commercial rep- 
resentatives, turned loose most of 
the prohibition enforcers and _ re- 
duced the Post Office personnel to 
budgetary requirements. If this 
keeps up, everybody will be able to 
dispiay an NRA emblem except 
your Uncle Sam. 


» = F 
Three unidentified prisoners in the 
Michigan state penitentiary are 


broadcasting in behalf of electric re- 
frigerators. Seems to be a perfect 
assignment for artists temporarily 
residing in the cooler. 
7" VF F 
Here’s a selfish suggestion, sub- 
mitted without charge to Mr. Hill 
and the A. T. Company: Offer to 
regular users a complete set of pho- 
tographs of the raving beauties now 
adorning the newspaper advertise- 
ments of Lucky Strike, and watch 
the cartons roll in! 
7 FF F 
Budweiser is bringing back not 
merely beer, but the eight brewery 
horses famed in song and story. As 
soon as they recover their old-time 
form, no horse show will be com- 
Plete without them. 
7 Ff F 
“A perfect hairdress is the posi- 
tive path to fascination.” 
At least the women are ready to 
be fascinated by it. 
a 
Chappel Bros. seem to be apologiz- 
ing for using horse-meat in their dog- 
food, but as long as citizens of the 
U. S. A. go for rattlesnake meat in a 
big way, why should anyone dis- 
criminate against good old Dobbin? 
7, F F 
Although Singer electric sewing- 
Machines have been on the market 
since 1920, the company is just now 
Zetting around to a campaign to re- 
tire the obsolete models on trade-ins. 
What the sewing-machine industry 
heeds is a few good automobile sales- 
Men. 


, VF 
Paper prices are going up and pub- 
lishers are beginning to worry about 
those bargain rate-cards. From now 
on advertising salesmen calling on 
the trade are likely to seem just a 
trifle haughty. 


Cory Cus. 


PUBLISHER OF 
PRINTERS’ INK 
DIES SUDDENLY 


John Irving Romer Is Victim 
of Pneumonia 


New York, Aug. 11.—John Irving 
Romer, president of the Printers’ Ink 
Publishing Company and the Romer 
Publishing Company, died at his 
summer home at Watch Hill, R. L, 
of pneumonia on Wednesday after 
a short illness. He was sixty-three 
years old. The funeral services were 
held today at the chapel of the St. 
Paul’s Methodist Episcopal Church 
in New York. 

Surviving are his widow, Mrs. 
Katherine Northan Romer; a daugh- 
ter, Mrs. Arline Romer Baker; a son, 
John Irving Romer, Jr., and a grand- 
daughter, Charline Romer Baker. 

Mr. Romer was the dean of adver- 
tising trade publishers, and as the 
publisher of Printers’ Ink and Print- 
ers’ Ink Monthly wielded a great in- 
fluence in the advertising field for 
more than twenty-five years. His ad- 
vertising career began as a copy- 
writer for George P. Rowell & Co., 
pioneer New York advertising 
agency. Mr. Rowell established 
Printers’ Ink in 1888 and Mr. Romer 
served as its editor from 1890 to 
1893. 

In 1895 he joined the Royal Bak- 
ing Powder Company as advertising 
manager, holding this post until 
1902, and being responsible for what 
was then one of the largest advertis- 
ing programs in the world. During 
the following five years he was ad- 
vertising manager of the Aeolian 
Company, New York. 


Romer Buys Paper 


Mr. Rowell retired from the agency 
business in 1905, and in 1908 dis- 
posed of Printers’ Ink to Mr. Romer. 
Associated with him in this pur- 
chase was R. W. Lawrence, then vice: 
president of the Aeolian Company, 
who supplied most of the capital. 
The purchase price was not large, 
and ‘the success which Mr. Romer 
had in the development of the prop- 
erty was indicated by his reported 
refusal of an offer of $2,000,000 for it 
some years ago. 

Mr. Lawrence, who later became 
president of the American Piano 
Company, is secretary of the Print- 
ers’ Ink Publishing Company.  Be- 
cause of his long association with 
Mr. Romer and his important inter- 
est in the company, it is assumed 
that he will probably represent the 
interests of the Romer family in the 
management of the business. 

Mr. Romer never sold any of his 
stock in Printer’s Ink, it was under- 
stood, but established the Romer 
Publishing Company in 1919 to pub- 
lish Printers’ Ink Monthly. Mem- 
bers of the staff were given an op- 
portunity to purchase stock in this 
corporation. 

When Printers’ Ink passed into 
the hands of Mr. Romer in 1908, 
publishing standards in the adver- 
tising field were not high. He un- 
dertook the job of digging out adver- 
tising facts and supplying informa- 
tion on advertising methods at a 
time when advertising was changing 
and developing rapidly and when 
this service was especially useful. 
His example tended to raise the 


(Continued on Page 22) 


Newspapers Submit Code; 
Stress ‘Freedom of Press’ 


PUBLISHERS PLAY DRAMATIC ROLES 


Ee 
ci EN ees he eg oT 
oh ae) 


Howard Davis, who presented newspaper code to NRA, and S. R. Lat- 
shaw, elected chairman of the Periodical Publishers’ Institute 


DEBATE HOW 
NEW CODE IS 
TO OPERATE 


New York, Aug. 10.—Magazine ad- 
vertisers spent this week discussing 
the code adopted by the Periodical 
Publishers Institute, which became 
effective August 5 when temporarily 
accepted by the NRA. 

The paragraphs over which they 
paused to reflect read in part as fol- 
lows: 

“It is a requirement of this Code 
that publishers must file with the 
Secretary of the Institute a complete 
schedule of all advertising rates. 


Forbid Deviation 


“It is understood that publishers 
shall make no deviation from their 
published rate schedules on file with 
the Secretary of the Institute either 
in the form of money or otherwise, 
or secretly extend to certain adver- 


tisers special privileges not extended 
to all advertisers under like terms or 
conditions. 

“Where terms provide for time or 
space discounts and they are not ac- 
tually earned, settlement must be 
made on short term basis. 

“Where, however, the cost of ful- 
filling term and/or space agreements 
for advertising entered into prior to 
July 1, 1933, are unduly increased by 
the acceptance of this Code and the 
codes of allied industries under the 
National Industrial Recovery Act, it 
is equitable and promotive of the 
purposes of the Act that proper ad- 
justments of such agreements be 
made by mutual consent between the 
parties thereto, or by arbitration, 
and the Executive Committee of the 
Institute will assist in effecting such 
adjustments.” 

Some interpreters argue that from 
now until the code is no longer in 
force the only inducements for ad- 
vertisers to sign long-term contracts 
will be quantity discounts and pre- 
ferred positions. The price terms of 

(Continued on Page 18) 


Say Proposed Licensing is 
Barred by Amendment 
to Constitution 


Washington, D. C., Aug. 10.—The 
age-old issue of the freedom of the 
press seems likely to be shunted into 
the foreground again, following sub- 
mission to the National Recovery 
Administration of the code of the 
newspaper publishers of the coun- 
try. 

The code, presented Tuesday by a 
committee of twenty-five publishers, 
through the agency of the American 
Newspaper Publishers’ Association, 
conformed with every demand of the 
Recovery Administration save this 
one. 

The last two paragraphs of the 
code explained the attitude of the 
publishers in this frank statement: 

“Nothing in the adoption and ac- 
ceptance of this code shall be con- 
strued as waiving, abrogating or 
modifying any rights secured under 
the constitution of the United States 
or of any State, or limiting the 
freedom of the press. 

“It is mutually understood that 
because of the limitations of the 
first amendment to the constitution 
of the United States, nothing in this 
code shall be construed as authoriz- 
ing the licensing of publishers and/ 
or newspapers or as permitting in- 
junction proceedings which would 
restrain the publication of news- 
papers.” 


Protected by Amendment 


The first amendment to the con- 
stitution of the United States reads: 
“Congress shall make no law respect- 
ing an establishment of religion, or 
prohibiting the free exercise thereof; 
or abridging the freedom of speech 
or of the press. . .” 

The code was signed by Howard 
Davis, of the New York Herald 
Tribune, as president of the A. N. 
P. A, 

“The proposed code,” Mr. Davis 
explained, “provides for a shorten- 
ing of hours, for minimum wages 
higher than provided in the blanket 


Last Minute News Flashes 


Knotter Becomes Newspaper Publisher 
Chicago, Aug. 11.—After ten years with the Chicago office of N. W. 
Ayer & Son, J. D. Knotter has resigned to become a newspaper publisher. 
He has bought the Gazette, Oconomowoc, Wis. 


Columbia Changes Its Chicago Line-Up 


New York, Aug. 11—The Columbia Broadcasting System has an- 
nounced that effective Nov. 1, Columbia programs will be broadcast ex- 


eclusively through Station WBBM, in Chicago. 


The programs have been 


broadcast also heretofore through Station WGN. Station WBBM is Co- 


lumbia-owned. 


No NRA Consumer Labels for Present 


New York, Aug. 11—Food manufacturers will not use the NRA em- 
blem on consumer labels or packages for the present, Associated Grocery 
Manufacturers of America announced. It said, however, that the Adminis- 
tration expects each manufacturer to cooperate fully in otherwise pub- 
licizing compliance with the Industrial Act by display of the emblem. 


New Executive Staff for Holland Furnace 


Holland, Mich., Aug. 11.—H. W. 


Thorne has become president and 


treasurer of Holland Furnace Company in a reorganization. P. W. Burns 
has been named vice-president in charge of sales. 


agreement, for the maintenance of 
existing contracts, and the reserva- 
tion of the constitutional right of a 
free press—which cannot be abridged 
by the application of a licensing sys- 
tem or the use of injunctions to sup- 
press a@ newspaper.” 

The committee of twenty-five 
which shouldered the heavy re- 
sponsibility of shaping the code is- 
sued a supplementary statement say- 
ing that more than any other indus- 
try, newspapers have maintained 
normal employment conditions, as 
desired by the Government and dis- 
cussed in NRA Bulletin No. 2. 

“Tf the country at large had kept 
its employment and payrolls on the 
level of the newspaper industry, 
there would have been no need for 
codes at all,” the statement said. 

“Newspaper publishers do not 
claim that this is due to any special 
patriotism on their part, but solely 
because a daily newspaper, by its 
very nature, is under the compulsion 
of continuous production. 


Must Print News 


“A daily newspaper cannot mate- 
rially reduce its forces or shut down 
its plant in keeping with reduced 
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ADVERTISING AGE 


revenues. The very depression, un- 
certainty and ferment which hinder 
business and reduce unemployment 
throw an increased demand upon 
newspapers to secure and distribute 
the news.” 

Discussing the constitutional as- 
pects of the question, the statement 
continued: 

“First, under a government by the 
people, and above all in times of 
doubt and distress, no single privi- 
lege is as essential to the preserva- 
tion of free institutions as a free 
press. 


“Second, no press can be free if 
it may be compelled to operate un- 
der a license or be subject to injunc- 
tion. It does not matter how gen- 
erous or broad the terms of that li- 
cense may be. nor with what honesty 
of purpose and solemnity of promise 
the intention is declared to leave 
each newspaper full liberty of ex- 
pression, the fact remains that on 
the day on which the press submits 
to a license it will have abdicated 
its position and abandoned its trust. 

“Once let the principle of licenses 
be established and a way will be 
opened that cannot be closed for 
the ‘revocation of such licenses for 
the violation of the terms or condi- 
tions thereof.’ 

“The above statement is made so 


that all may know of the difficulties 
confronting newspaper publishers 
and of their desire to cooperate with 
the president in his program for re- 
covery.” 

A flood of telegrams poured into 
the offices of the National Recovery 
Administration yesterday and today, 
indicating the acceptance of news 
paper publishers of the country of 
the proposed code. 

This, it is explained, represents 
the thought of important sectional 
organizations of newspapers, as well 
as the national body. 


Two Officers of 
Rand McNally Dead 


Two officers of Rand, McNally & 
Co., Chicago, died within a few 
hours of each other last week. Harry 
Beach Clow, president, died August 
4 and Gustav Hessert, treasurer, the 
following morning. 

The company publishes Child Life 
and Banker’s Monthly, among other 
activities. 


G. H. U. to Expand 
General Household Utilities Co., 
Chicago, will add a complete line of 
electrical merchandise, it announced. 
The company was formed by the 
merger of Grunow Corporation, re- 
frigerators, with U. S. Radio & Tele- 


ADMINISTRATION 
PROVIDES COPY 


TO ‘SELL’ CODE 


Local Advertisers Asked to 
Sponsor It 


Washington, D. C., Aug. 10.—The 
National Recovery Administration 
invoked the power of paid advertis- 
ing space this week to sell the blan- 
ket code and all that it implies to 
employers, labor, and housewives. 


A series of twenty-three advertise- 
ments prepared by Batten, Barton, 
Durstine & Osborn, Inc., New York, 
was distributed to newspapers, ad- 
vertisers, agencies and others by the 
Western Newspaper Union through 
its thirty-four branch offices in lead- 
ing cities. 

The portfolio carried this explana- 
tion: 

“The display advertisements 


vision Corp., radios. 


shown are available to local commit- 


LOYALTY WITH A 


CAPITAL L 


One vital asset in any magazine’s 

circulation is reader loyalty. If read- 
ers are loyal to the editors of a magazine, 
it naturally follows that they will be loyal 
to the products of that magazine’s adver- 
tisers. Few magazines can match the loy- 
alty which the editors of Physical Culture 
Magazine have enjoyed for these many, 
many years. It’s loyalty with a capital L. 


The reason is perfectly clear. For some 
years now, Editor Barnarr Macfadden and 
his associate editors have made it their 
business to assist their readers in solving 
personal problems. And there is nothing 
more vital to anyone than a perplexing 
problem affecting his business or home life. 
Often upon the solution of said problem 
hinges the success or failure of his social 
or business life. Sometimes both are in- 
volved. 


Consequently, Mr. Macfadden and his 
associate editors always welcome intimate 
discussions of pertinent personal problems 
of their readers. Never is a reader who 
writes to Mr. Macfadden for advice turned 
down. His letter stating a personal prob- 
lem is either answered directly by corre- 
spondence, or by authoritative articles in 
Physical Culture Magazine. In fact, Physi- 
cal Culture has so repeatedly rendered 
valuable assistance to thousands and thou- 
sands of readers that today it is really 
known as “The Personal Problem Maga- 
zine.” 


In these discussions of Personal Prob- 
lems are included problems of health, femi- 
nine hygiene, child care, food, family rela- 
tionship and a hundred and one other vital 


AN ADVERTISEMENT FOR 


subjects which the more than a quarter of 
a million loyal readers of Physical Culture 
Magazine encounter in their daily lives. 
When faced with a problem, these Physi- 
cal Culture readers without hesitation ask 
Mr. Macfadden to help them arrive at a 
practical and satisfactory solution. They 
ask him for advice because they know from 
experience that he will respond with the 
right answer. 


Any wonder then why Physical Culture 
has a peerless audience for loyalty and 
responsiveness. Any wonder too that the 
circulation of Physical Culture Magazine 
is up—July and August issues alone 
showed some 250 increased newsstand 
sale. No small feat for these times. 


If yours is a product that can be bought 
and used by more than a quarter of a mil- 
lion families—every-day folks like you and 
I—the advertising pages of Physical Cul- 
ture Magazine offer you the opportunity 
to cultivate them. And if you cultivate and 
sell them properly, your product too will 
command loyalty with a capital L from 
these more than quarter of a million Physi- 
cal Culture Magazine families. 


PHYSICAL CULTURE MAGAZINE 


U. S. WRITES IT; YOU RUN IT 


MARK ETS—““ ’s what 


we've been 

needing to bring back prosperity. 
The farmer needs a market for his 
crops, the manufacturer needs a 
market for the things he makes, the 
retailer needs a market for the things 
he sells. 

But what's a market, after all? 
People with money to spend. 

And the only way to create that 
market is to give people work so they 
can earn that money. 


WE DO OUR PART 


Sign the nea pledee 


MAKE YOUR OWN MARKET! 


And that spells GOOD TIMES AHEAD for us all! 


YOU can help to make your own 
market if you will sign the President's 
Reemployment Agreement—agree to 
a shorter work hour, a higher min- 
imum hourly or weekly wage, in your 
business. 

And fast! For if every employer 
cooperates with this Natiorfal Re- 
covery campaign right away, then 
we'll have new markets—people 
with money to spend—for the things 
we grow and the things we make 
RIGHT NOW! 


tees and newspapers in the form of 
matrices without charge, transporta- 
tion prepaid. The advertising space 
is to be underwritten by local spon- 
sors.” 

Western Newspaper Union stood 
ready to deliver matrices of any de- 
sired advertisement to any company 
which had signed the blanket or an 
individual code. The advertisements 
were complete, with the exception of 
signatures. They ran from full pages 
down to 660 lines, with several inter- 
mediate sizes. 


Demand Is Good 


Western Newspaper Union _re- 
ported an excellent demand for the 
advertisements, though its New York 
headquarters was not receiving a 
summary of results from branches as 
speedily as it desired. Early reports 
indicated that demand in almost 
every city far exceeded the twenty- 
three advertisements available and 
that each piece of copy therefore 
would appear in local newspapers 
over several different signatures. 

Many newspapers, which at first 
blush seemed to have a wonderful 
opportunity to sell space unde? the 
benevolent cloak of the Government, 
were less enthusiastic about the plan 
than might have been expected. 

Several in and out of the national 
capital queried by ADVERTISING AGE 
said they had not reached a decision 
about the amount of sales effort to 
be placed behind the portfolio. One 
reason seemed to be that the news- 
paper first in the field with the port- 
folio held a marked advantage over 
its contemporaries. Another was 
that there was not enough copy to go 
around. 

However, the majority indicated 

that regardless of their own senti- 
ments in the matter, they would pre- 
sent the portfolios to local advertis- 
ers as a matter of cooperation with 
the administration. 
Some of the advertisements were 
designed to run “blind”; others to be 
underwritten and signed by groups 
of employers. 


Plan Is Explained 


One advertisement, couched in the 
form of a catechism, indicated the 
common purpose of the series. It 
was headed, “Ask Us Another,” and 
explained that “here are some of the 
questions people ask us about the 
President’s Re-employment Agree- 


ment, sometimes called the ‘blanket 


Typical advertisement in series offered by Administration. 


code.’”’ The body of the advertise 
ment continued: 

“Q. Who started all this? A 
President Roosevelt. It’s one more 
step in his big plan that has already 
put more than a million men back to 
work. 

“Q. What’s the big idea anyway! © 
A. To end unemployment. To wipe 
out child labor (something the coun: 
try’s been trying to do for genera. 
tions). And to restore the purchas. 
ing power of the richest country in 
the world.” 

While this copy urged the reader 
to “sign today—display the em. 
blem,” it also suggested, in another 
answer, that the housewife also sign 
a pledge to patronize the stores and 
industries that display the Presi- 
dent’s seal. 

Another advertisement in_ the 
series put this statement into the 
mouth of a sponsor: 

“Believing that it will requige a 
short additional period to restore 
normal buying power under the aé- 
ministration’s program, we_ shall 
temporarily continue our retail 
prices which are at their January, 
1933, level, notwithstanding that the 
cost of materials has advanced sub 
stantially.” 

While no official statement was 
forthcoming, it is believed that a 
second series of advertisements will 
be offered. This assumption is sup- 
ported by the appointment of Miss 
Mary Hughes as director of the new 
housewives’ organization. 

This women’s section of the emer- 
gency re-employment campaign will 
conduct an educational campaign in 
every state in the Union to convince 
every woman buyer that she should 
open the purse strings now, but 
should confine expenditures to re 
tail establishments displaying the 
Blue Eagle. 


Swan Wins Promotion 


C. MacDonald Swan has been ap- 
pointed manager of the National Gas 
Heating Division, National Radiator 
Corp., Johnston, Pa., and will have 
charge of promotion and sale of Na- 
tional gas boilers. 


Miss Ziev Moves 


Ruth Ziev, who has been with the 
Dade Epstein Advertising Agency, 
Chicago, has joined the copy de 
partment of Aubrey, Moore & Wal- 
lace, Chicago. 
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86th Street & Broadway—Manhattan 


Benson Avenue & 16th Avenue—Brooklyn 


Burnside Avenue & Walton Avenue—Bronx 


—Hargest baby carriage circulation 


in New York?. . . Bona-fide views of circulation you can see for 
yourself . . . Pick any neighborhood business street where women shop, 
any good morning .. . and see the Newses mothers buy . . . parked with 


the babies while mothers shop . . . And you ll understand why The News 


is the strongest medium in the New York market for advertising anything 


NOTE: These are actual, unposed that women buy! 


photographs, taken early in March. 


THE of NEWS. New York’s Picture Newspaper 


Tribune Tower, Chicago + Kohl Building, San Francisco + 220 EAST 42nd STREET, NEW YORK CITY 
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The A. N. A. 


The Association of National Ad- 
vertisers, Inc., is to be congratulated 
upon the publication of its newest 
compilation, “An Analysis of 285 Na- 
tional Advertising Budgets,” which 
was reviewed in the August 5 issue 
of ADVERTISING AGE. It is one more 
important contribution to the sum of 
knowledge about advertising for 
which the A. N. A. has been re- 
sponsible, and demonstrates in a 
particularly impressive way the abil- 
ity of the association in the field of 
fact-finding. 

The unique function of the as- 
sociation as a spokesman and repre- 
sentative of the advertiser, the buyer 
of advertising space and services, 
makes it an ideal agency to under- 
take a compilation and analysis of 
this character. It is handled pri- 
marily as a cooperative enterprise 
for the benefit of its hundreds of 
members, all of whom can use the 
remarkable array of information 
contained in the analysis to advan- 
tage. Because of the character of 
the project, the A. N. A. obtains a 
degree of cooperation which it would 
be hard for any strictly private in- 
quiry to duplicate. 

On the other hand, the A. N. A. 
has shown a splendid spirit of broad- 
minded service to advertising as a 
whole in making the summary of its 
findings available to the advertising 
press, and permitting non-members 
to purchase copies of the book at the 
nominal price of $10. Considering 
the scope and value of the informa- 
tion, and its significance to adver- 
tisers for comparative purposes, the 
adjective seems to us to be justified. 

Because of its zeal in fact-finding 
operations, the A. N. A. must be a 
strong believer in the idea that light, 


Scores Again 


rather than heat, should be the chief 
product of association efforts. Cer- 
tainly it has made assembling the 
facts as important a part of its work 
as the effort to interpret them. While 
the interpretation of facts in the 
form of specific and final deductions 
is important, the changing character 
of the conditions under which adver- 
tising is carried on demands con- 
stantly a reconsideration of the 
facts, a rechecking of available data, 
to avoid making that most costly 
error, the acceptance of opinions 
based on obsolete information. 

The A. N. A. has constantly em- 
phasized to its members the im- 
portance of bringing facts up-to-date, 
and through such efforts as the an- 
alysis of budgets has given its mem- 
bers and the field accurate informa- 
tion on which to base plans, discus- 
sions and opinions. This fact seems 
to us even more important than the 
work itself. Advertising must main- 
tain the critical viewpoint with ref- 
erence to everything with which it 
works—market data, information 
about mediums, current practices— 
if it is to be sure that it is making 
progress and not becoming ossified 
in a mass of conventions. The ques- 
tion-mark should be the character- 
istic emblem of the field. 

Because the Association of WNa- 
tional Advertisers does a thorough 
and consistent job of fact-finding, 
and because it maintains the policy 
of making the facts available to the 
entire advertising field, it deserves 
the applause and support of all ad- 
vertising interests in the continued 
development of valuable projects 
such as its latest publication has 
proved to be. 


Repetition of Advertising Copy 


An interesting field for the study 
of research experts in advertising is 
supplied by the question as to the 
value of repeated advertisements. 
Repetition is usually frowned upon, 
although many of the most success- 
ful mail-order houses, whose only 
check is results, repeat the same 
copy again and again. There are 
cases of mail-order copy which has 
continued to pull though used con- 
stantly over a period of ten years. 

Comparatively few general adver- 
tisers have the opportunity to turn 
back the pages and repeat individual 
advertisements and campaigns, be- 
eause changes in both products and 
competitive conditions usually make 
such a program out of the question. 
But the number is great enough to 
justify a little more study of the 
question, from the standpoint of en- 
deavoring to establish a true limit 
as to the usefulness of copy which 
has definitely proved its ability to 
interest the reader and to pull re- 
sults. 


The current copy of the Quaker 
Oats Company, featuring Puffed 
Wheat and Puffed Rice, goes back a 
good many years to the days when 
the headline, “Food Shot From 
Guns,” was a definite eye-catcher and 
attention-getter. The crisp typog- 
raphy and news lay-outs make it at- 
tractive even now, when the appear- 
ance of the advertisement without 
illustrations is much more unusual 
than it formerly was. The experi- 
ment is an unusual one, and it will 
be interesting to learn the results. 

After all, there is no reason why 
the general advertiser should not 
use the technique of the mail-order 
house, if its plan of repeating tried 
and tested advertisements is the 
most profitable. 

It is interesting to note that efforts 
to isolate the factors that have made 
a given advertisement pull do not 
always succeed. What seems to be 
a repetition of the same appeal may 
fail when layout or type face is 
changed. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


445. The Negro Market. 


“This market, containing approxi- 
mately one-tenth of our population, 
must be capably understood and ap- 
pealed to on its own terms” is the 
contention of this 40-page illustrated 
book issued by W. B. Ziff Co. 
The reasons for “the isolation and 
self-sufficiency of the American Ne- 
gro” are shown in terms of his life 
history as a consumer. His institu- 
tions, occupations, manner of living 
and his buying are described as be- 
ing distinct and isolated. Figures on 
various divisions of this market are 
included. 


No. 448. “Who They Are;” “What 
They Own;” “What They Pay;” 
“Are They Buying Now?” 


This interesting booklet published 
by Cosmopolitan Magazine contains 
detailed information on the incomes, 
buying habits, magazine preferences 
and other pertinent subjects of con- 
sumers, based upon 132,527 personal 
interviews made by R. L. Polk & Co., 
with housewives in Pittsburgh, Co- 
lumbus, Fresno, Richmond, Seattle 
and Charleston, W. Va. The booklet 
contains a wealth of detailed infor- 
mation, and many valuable charts. 
It shows the standing of 15 national 
magazines, as indicated by 24 basic 
factors, and also includes 11 other 
factors. 


No. 482. The Bar-Mor Display Cabi- 
nets. 


Descriptive material explaining the 
functions, operations, sizes, etc., of 
Bar-Mor display cabinets, unique 
devices in which actual merchandise 
may be displayed, as well as de 
calcomania transfers and projections 
from standard lantern slides. 


No. 480. 
Comics. 


Two companion publications of 
Metropolitan Sunday Newspapers, 
giving in minute detail all of the 
facts on circulation, coverage, cost 
and influence of the publications in- 
cluded in the group. One discusses 
Sunday gravure advertising in the 
ten publications in the group, the 
other gives similar information on 
the comic supplement sections. 


Metro-Gravure and Metro- 


No. 470. Why KSO Sells Goods in 


Des Moines. 


Valuable information about the 
selling job done by KSO, Des Moines, 
Ia., “lusty offspring of the Register 
and Tribune.” Contains details of a 
telephone survey of 5,000 Des Moines 
homes, including number with radios, 
station preferences, etc. 


No. 508. The Dellegram, June, 1933. 


This issue of The Dellegram, house 
organ for Dell Publishing Company, 
contains the second “Survey of 
Beauty,” presenting much valuable 
information gleaned from question- 
naires to Modern Magazine readers 
asking their cosmetic brand and price 
preferences. An interesting feature 
is a comparison with the results 
shown by the first survey, made six 
months previously. 


414. Iowa Grocery Outlets. 


This directory of Iowa groceries, 
published by Des Moines Register and 
Tribune, contains the name and ad- 
dress of every retail grocer in the 
state, the number of families in each 
county, the daily and Sunday circula- 
tion of the Register and Tribune in 
each county, and also indicates those 
stores affiliated with buying groups 
or chains. Listings are arranged in 
convenient routes in Des Moines and 
certain other cities, and wholesale 
grocers, wholesale fruit and produce 
houses, and chain store buying offi- 
ces are also listed. The Guide is dis- 


tributed without charge. 
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TIMELINESS IN ADVERTISING 


—Judge. 


Voice of the Advertiser 


He Wants to Know 

To the Editor: 
has become familiar to me through 
Class & Industrial Marketing. It has 
less hokum and more news than any 
publication in the field. 

The thing which worries me and 
many other of my unemployed col- 
leagues, is whether the advertising 
business is a business or just a pass- 
ing phase of our national insanity. 
Is there a future in the business and 
if so where in —— is it? 

After traveling about New York 
City looking for a job you are con- 
vinced it is stone dead. If advertis- 
ing is the force it is supposed to be, 
why can’t we unemployed create 
positions for ourselves? 

There is a large group of adver- 
tising people who would appreciate 
some publicity on the following sub- 
jects. 

1. Is advertising a business or a 
game? 

2. Is advertising a “sweated” in- 
dustry in which fewer and fewer 
people do more and more work? 

3. Can a person who has worked 
and studied to fit himself for the 
advertising field expect to find em- 
ployment or has technical change 
permanently removed a large per- 
centage of employment possibility? 

4. Are the principles of the NRA 
to be applied to the advertising field? 

5. What methods can the individ- 
ual use in placing his services? 

This is undoubtely a large order 
and an order which the smugly em- 
ployed brass hats of advertising and 
advertising journalism seem to be 
perfectly willing to ignore. 

J. C. Esty, 
Clifton, N. J. 
> 2 


But Copy Cub Sticks 
to Col. 1, Page 1 
To the Editor: Head in ApvVERTIS- 
ING AGE: “Acts as Marshall.” 
As long as your Copy Cus is in- 
terested in spelling, maybe he can 


induce the world to forget that 
Marshall Field was not a _ Field 
Marshal. 


But such is the fate of spelling— 
hence “muscle shoals” and the lus- 
cious by-valves are forgotten! 

HENRY SCHENCK, 
Dip. It, Stamford, Conn. 
7, FF F 


From a Code-Maker 


To the Editor: I am glad you were 
able to give some publicity to the 
Periodical Publishers’ Code, and was 
rather pleased with the further data 
which you published this last week. 

I hope that the current- week’s is- 
sue will have a more detailed report 
of the New York meeting. 

It would seem to me that every- 
one connected with the advertising 
and publishing industry would wel- 
come a complete and full story of 
this and what has been done. 

I am glad to have been able to 
do my small part, although I sin- 
cerely hope that if I ever have to 
go through three or four weeks of 


ADVERTISING AGE 


hard work like this again, it will be 
a little cooler. 
P. E. Warp, 
President, The Farm Journal, 
Philadelphia. 
. FF 


“Beer News”—Paper 
for Dispensers Only 


To the Editor: ADVERTISING AGE 
reported The Beer News as being “a 
monthly for brewers.” 

Our publication is not directed to 
brewers, who are already supplied 
with business papers. On the con- 
trary, we are concentrating on the 
beer dispensing industry. 

H. G. HEIrTzELBERG, 
Publisher, The Beer News, 
St. Louis. 
* +? 
Soliloquy on Joy 
of Being Executive 

To the Editor: EXECUTIVES 
are a fortunate lot. For as every- 
body in a publishing or advertising 
office knows, an- executive has noth- 
ing to do. That is, except: 

To decide what is to be done; to 
tell somebody to do it; to listen to 


reasons why it should not be done,. 


why it should be done by somebody 
else, or why it should be done in a 
different way, and to prepare argu- 
ments in rebuttal that shall be con- 
vincing and conclusive— 

To follow up to see if the thing 
has been done; to discover that it 
has not been done; to inquire why 
it has not been done; to listen to 
excuses from the person who should 
have done it and did not do it; and 
to think up arguments to overcome 
the excuses— 

To follow up a second time to see 
if the thing has been done; to dis- 
cover that it has been done but done 
incorrectly; to point out how it 
should have been done; to conclude 
that as long as it has been done, it 
may as well be left as it is; to won- 
der if it is not time to.get rid of a 
person who cannot do a thing cor- 
rectly; to reflect that the person in 
fault has a wife and seven children, 
and that certainly no other execu- 
tive in the world would put up with 
him for a moment; and that, in all 
probability, any successor would be 
just as bad or worse— 

To consider how much _ simpler 
and better the thing would have 
been done had he done it himself in 
the first place; to reflect sadly that 
if he had done it himself he would 
have been able to do it right in 
twenty minutes, but that as things 
turned out he himself spent two 
days trying to find out why it was 
that it had taken somebody else 
three weeks to do it wrong; but to 
realize that such an idea would 
have had a highly demoralizing ef- 
fect in the organization, because it 
would strike at the very foundation 
of the belief of all employees that 
an executive has really nothing to 
do. 

F. F. BEIRNr, 
Redbook Magazine, New York. 
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MATHES, OKIE 
REUNITED IN 
NEW AGENCY 


New York, Aug. 10.— Intense in- 
terest was registered by New York 
advertising men this week when it 
was announced that William B. Okie, 
who resigned as a vice-president and 
director of N. W. Ayer & Son last 
week, has become vice-president and 
director of J. M. Mathes, Inc., newly- 
formed advertising agency. 


How Mathes Works 


Mr. Mathes had been with Ayer 
for twenty-four years when he _ re- 
signed last March. He had been 
manager of the New York office 
since 1919. He has made a specialty 
of creating business by developing 
new and successful advertisers, Can- 
ada Dry Ginger Ale, Inc., being an 
outstanding example of this policy. 

Both Mr. Mathes and Mr. Okie 
were among the organizers of Can- 
ada Dry Ginger Ale, Inc., and have 
since been financially interested. Mr. 
Mathes is also a director and a large 
stockholder. Mr. Okie had direct 
charge of Canada Dry advertising 
while with Ayer, under the general 
direction of Mr. Mathes. 

This agency recently leased the 
forty-eighth floor of the Chanin 
Building, moving into its new quar- 
ters this week. Offices of Canada 
Dry are in the same building. 

Mr. Okie spent thirteen years with 
Ayer. Before that he was sales man- 
ager of the manufacturers’ division 
of the American Sugar Refining 
Company and prior to that was gen- 
eral sales manager of the Welch 
Grape Juice Company. 


FOOT AGONY’ 
MAKES ITS BOW 


Milwaukee, Wis., Aug. 10.— No 
longer need “F. A.” write lines of 
agony into the faces of men and 
women afflicted with defective pedal 
extremities, the Rohn Shoe Manu- 
facturing Company has announced. 
It explains that “F. A.” symbolizes 
“foot agony” and that it has the cure 
in its new Nu-Matic Cushioned, Nail- 
less shoes for both sexes. 

The company ranks its new em- 
blem with halitosis, B. O., and other 
combinations of letters which have 
urged the populace to close-examina- 
tion. It believes “F. A.” is more real 
than most of the diseases created by 
advertisers, pointing out that any: 
one suffering from foot agony does 
not have to ask his best friend or 
scrutinize the reasons for his lack 
of popularity with the opposite sex. 

Some _ interesting photographs, 
showing how lines of pain and an- 
guish are stamped on the face by feet 
out of harmony with their contain- 
ers, have been prepared. There is a 
happy ending to this pictorial presen- 
tation, for the second chapter shows 
how these looks of woe have been 
quickly deleted by the new Rohn 
shoes. 


New York House 
Offers NRA Stickers 


Free NRA stickers are being of- 
fered advertising men who have 
signed the NRA pledge by Ever 
Ready Label Corp., 257 West 17th 
St., New York. 

There is no charge for the stick- 
ers or the stamps which are offered 
as an alternative. 


Gets Pandiculator 


The Pandiculator Company, Cleve- 
land, has placed its account with 
Humphrey, Prentke & Scheel, Cleve- 
land agency. Magazines and direct 
mail will be used. 


Represents Artist 


William F. Barr, 424 Madison Ave., 
New York has been named eastern 
representative of Charles Perry Wei- 
mer, artist. 


PRINCIPALS IN NEW ORGANIZATION 


William B. Okie 


Three Accounts for 
Rathrauff & Ryan 


Dearborn Chemical Company has 
placed the advertising of Plumite 
with Ruthrauff & Ryan, Chicago. 

Carey Salt Company, of Hutchin- 
son, Kan., has appointed the same 
agency, which will also handle ad- 
vertising of Medisalt Dentifrice, a 
product of the Carey Laboratories 
Corporation. 


General Motors Makes 
Tremendous Gains 


July sales of General Motors cars 
to consumers in the United States 
totaled 87,298, compared with 32,849 
in July, 1932. 

The month’s business exceeded 
that for any corresponding July 
since 1929. 


Patterson Loses Father 

J. M. Patterson, 86, father of Paul 
Patterson, publisher of the Baltimore 
Sun, died Aug. 5 at Rushville, Ill. 
He was a retired Chicago real estate 
operator, a collector of and author- 
ity on Lincolniana. 


Time Ball Serves as 


Jewelry Advertisement 


The world’s first electrically con- 
trolled time-ball has been erected by 
Foster’s, jewelry establishment of 
Providence, R. I., to advertise its 
watch and clock department and re- 
pairing service. 

A clock is surmounted by a square 
shaft upon which travels a chromi- 
um ball two feet in diameter and 
weighing thirty pounds. Just before 
each hour, the ball moves slowly to 
the top of the shaft, where it is mo- 
mentarily suspended. Fifteen sec- 
onds before the hour, a warning bell 
sounds. Exactly on the hour a gong 
strikes and the ball plunges to the 
bottom of the shaft. 


Artists Are Forming 
National Association 


Frank Greene, commercial artist 
of Los Angeles, has launched the So- 
ciety of American Commercial Ar- 
tists, which he hopes will become a 
national organization. 

Los Angeles artists have formed 
Chapter 1 of the new association. 
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King Edward Hanc ED a Man 
for Burning COAL 


B...... is the battle of the New Idea. 


Edward I made the use of coal as a fuel a capital 
offence. 


Yet, today, men live and die to produce what once 
men died for burning. 


An American Congress refusing to recognize a Morse 
or a Langley; Fulton’s Folly; Selden in a pauper’s grave; 
these are the penalties imposed upon Liberalism by 
Tradition. 


Yet Japan’s evening threat is New York’s breakfast 
thrill; mousetrap salesmen fly the continent in twenty- 
four hours and cross the ocean in four days; bricklayers 
and plumbers give up bread, roof and shirt to fill the 
tank with gasoline. ( 


The head of Liberalism may be bloodied; but it never 
bows. While the inertia of Tradition binds his neighbors, 
the Liberal mind in every city races with love of life and 
progress and courage to battle for his beliefs. 


These Liberals are the first to decide that brooms may 
have been good enough for Mother, but a vacuum cleaner 
is the order of the day. - 


The Liberal spirit first relinquished kitchen bread and 
backyard soap for the products of the baker and Messrs. 
Procter, Gamble, Colgate and Leverhulme. 


Thank the Liberal for ignoring the hopeless groan of 
the radical as well as the dogmatic grunt of the con- 
servative—making possible that first quick sales re- 
sponse to every improved product, package or novel use. 


Bite thanks, indeed, are offered by the editors of 
Liberty Magazine for the rush that raised an idea to the 
stature of one of America’s biggest magazines within a 
few brief years. 


Facing a field dominated by Tradition, gorged with 
periodicals, Liberty set out to appeal to the Liberals of 
America. 


Authors who had made their mark as craftsmen were 
invited to tell Liberty’s readers truths that might never 
have been published elsewhere. 


Liberal leaders in politics, art, economics and soci- 
ology were offered a vehicle to carry their ideas to the 
Liberal minds in every community. 


Now, newspaper editors watch Liberty carefully 
for material that will help keep their columns equally in 
the van of public thinking. Liberty features are filmed; 
Liberty serials are novelized. 


More than one manufacturer has seen Liberty help 


transform a novel patent, formula or virtue into a house- 
hold word. For not only does Liberty carry his message 
to the Liberal mind, eager, alert, unfettered by Tradi- 
tion, but it CARRIES HIS MESSAGE! Seventy-three 
weeks of intense testing by three different experts indi- 
cate that the Liberal mind reads Liberty’s stories and 
ads MORE THOROUGHLY. The average advertise- 
ment in Liberty has been definitely found to penetrate 
to a greater proportion of the circulation consciousness 
than in any other major magazine published. 


Modern vendors of coal need have no fear of meeting 
their royal Edwards here. Purveyors of new products, ser- 
vices and ideas don’t risk the economic hangman. These 
two million Liberals actually constitute a crusading 
army, eager to rally to your battle flags and carry them 
irresistibly over the ramparts of Tradition. They are 
the way to the first victory and the quickest one. And 
all the world loves a victor. 


Dr. S. PARKES CADMAN 
BROOKLYN, N. Y. 
Pastor, Central Congregational Church, Brook- 
: lyn. Former President and present Radio 


Minister of Federal Council of 
Churches of Christ in America. 


Dr. CapMAN wriTeEs TO LIBERTY: 


“ 
I nave read Liberty whenever I have had the oppor- 
tunity to do so, which is not as often as one would 
desire, because of the pressure of my engagements and 
duties. 

“It seems to me that on the whole you are catering to 
= general welfare and intelligence of the public at 
arge. 


Hon. HENRY T. RAINEY 


SPEAKER, HOUSE OF REPRESENTATIVES 


SPEAKER RAINEY WRITES: 


“c 
I READ Liberty Magazine every week. 
There is undoubtedly a place for the 
liberal, popular magazine. 

“T have read with a good deal of interest such articles 
as have been contributed by Colonel House, Leon 
Trotsky, Silas Bent, Charles Stevenson and, in fact, 
all of these articles. I also read the fiction of your 
magazine. 

“Your idea of carrying these articles in a popular 
magazine along with attractive first-class light fiction 
is fine and I am sure will produce returns.” 
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READY-T0-BAKE 
FRUIT CAKE 10 


BE INTRODUCED 


New York, Aug. 10.— Proved suc- 
cessful in eastern trial markets, 
Dromedary Dixie Mix, the first pre- 
pared fruit cake mixture, will go 
into national distribution early this 
fall, L. C. DeForest, advertising di- 
rector of Hills Brothers Company 
has announced. 

Mr. DeForest and Cecil, Warwick 
& Cecil are now at work on promo- 
tion plans which will embrace the 
use of newspapers in primary mar- 
ket centers. Some radio advertising 
will be employed in conjunction 
with established home economics 
programs. 

Dromedary Dixie Mix requires but 
the addition of an egg and one-third 
cup of liquid before baking to turn 
into a fruit cake comparable in 
every way to the home-made variety. 

It is packed in an oblong tin of 
the correct size and shape, not only 
for baking but for storing for the 
ripening process many cooks believe 
essential to good fruit cake. The 
baking tin is then packed in a box 
of modern design, and the entire 
package wrapped in cellophane. The 
carton bears a jingle which calls the 
housewife’s attention to the packag-| — 
ing innovation: 

“Packed in the tin 
you bake it in—” 

Copy data was assembled by giv- 
ing housewives free samples to try. 
They reported that the conversion 
of the mixture into cake is a simple 
enough process for a nine-year old 
child to handle and that even men 
can make the cakes with perfect suc- 
cess. 

Warning to Wives 

These facts will be featured in ad- 
vertising, together with information 
that it is impossible to duplicate the 
cake when the ingredients are bought 
separately. Consumers’ suggestions 
that the product be recommended 
for sandwich spreads and fruit pud- 
ding may also be used. 

The shortening is of vegetable 
origin, a fact which will be men- 
tioned to reassure those who must 
follow dietary regulations. 

The housewife’s part in producing 
the finished cake could have been 
simplified further by using egg 
powder in the mixture. The choice 
was put to vote and the consumers 
voted that they would rather go to 
the trouble of adding a fresh egg 
than have a cake made with egg 
powder. 

The flavor can be varied by using 
different liquids. Grape juice, grape- 
fruit, orange or other fruit juice, 
cider and potent liquids which may 
appear shortly are _ permissible. 
This fact has given some grocers the 
idea of combination displays featur- 
ing Dixie Mix, eggs and bottles or 
eans of liquids. 
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Enpleger clk 
Union Divide 
Space Costs 


Wilkes-Barre, Pa., Aug. 10.—Cy- 
nics who have been insisting that 
the efforts of the administration to 
hasten recovery have found human 
nature very much as it was in the 
beginning of things, received a rude 
shock here when employes of the 
Penn Tobacco Company asked that 
they be permitted to make a con- 
tribution to the company’s advertis- 
ing appropriation. 

The offer was accepted and a sub- 
stantial sum placed in the exchequer 
for the indicated purpose. The new 
funds came from Local 59 of the 
Tobacco Workers International Un- 
ion, after members had voted in fa- 
vor of the action. 

The donation was made in appre- 
ciation of the company’s action in 
promptly signing the blanket code 
of the National Recovery Adminis- 
tration. The only stipulation was 
that the advertising of the Penn To- 
bacco Company’s brands be placed 
on the sporting pages of newspapers. 

The Charles W. Hoyt Company, 
New York, is now at work on the 
campaign. 


Storin Starts Agency 
Harry Storin, formerly manager 
of the Albee Theatre, Providence, 
R. I., has started an advertising 
agency in that city. 


public, $4,850,000. 


330 W. 42nd St., 
who will bid on those jobs 


d CON 


Important construc- 
tion contracts awarded 
week ending Aug. 10 


Tupe of Work Value For Awarded to 

Library ....4 $ 400,000 Univ. of Buffalo........... J. W. Cowper, Inc. 

Station ...... 3,500,000 Southern Pacific Ry. Co...N. Wohefeld Constr. Co. 
ores 200,000 Old Vincennes Brewery... G. E. Wells 

Sewers ...... 126,231 gS W. J. Riley & Sons, Ine. 

ia 999,314 Gam. Conn. Uteh........ Separate contracts 

Water System 161,095 Everett, Wash. Sr J. Coluccio 

Brewery ..... 000 Jacob Rupp FREES bf Kennedy Constr. Co. 

PS 50,000 Greenlawn , ee Park. R. E. Orr Co., Ine 

eee 600,000 Univ. of Pittsburgh........ W. F. Trimbele & Sons Co. 


and others that bring the week’s total to $13,609,000. 


Advertising plays an important role in the computation of winning bids. 
engineers and contractors about the most practical means of handling a project— 
what equipment and materials to use to meet the time and cost factors involved. 
Now is a good time to start a continuous campaign of advertising in Engineering 
News-Record and Construction Methods, which are read by 45,000 of these engineers 
and contractors. Busy days are ahead in all Jines of construction. 
engineering projects are lined up for Government financing. 
New Y a how little it costs to put your products before the men 
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Heinly Is Winner 
of E. A. A. Golf Meet 


Don Heinly, McGraw-Hill Publish- 
ing Co., shot an 80 to win low gross 
prize in the annual golf tournament 
of Engineering Advertisers’ Associa- 
tion, Chicago, August 4. The outing 
was held at Woodridge Golf Club. 

Tom Dix, American City, was run- 
ner-up with 82. Low net went to 
A. E. Waldorf, National Petroleum 
News, with 100-28-72, and runner-up 
in this event was Win Davis, Me: 
Graw-Hill, with 108-34-74. The 
blind bogey event was won by Harry 
Neal Baum, MacRae’s Blue Book. 


N. B. C. Sponsors New 


Paper on Selling 


National Broadcasting Company 
has started publication of ‘“Broad- 
east Merchandising,” a four-page 
paper which will be issued occasion- 
ally. 

The initial issue features an ar- 
ticle by Lee Bristol, vice-president 
of Bristol-Myers, Inc. A de Sarro 
caricature of Mr. Bristol appeared 
on Page 1. 


Thompson to “Post” 
G. Richard Thompson has joined 
the newly organized national adver- 


ton Post. 
New York Mirror. 


tising department of the Washing- | 
He was formerly with the | 


Coast Agencies Merge 


Pickering & Co. and Carl M. Heintz 
& Co., agencies of Los Angeles, have 
merged as Heintz, Pickering & Co., 
with headquarters in the Paramount 
Building. 


Pike to KFBK 


K. W. Pike, who formerly operated 
an advertising agency at Modesto, 
Cal., has become commercial man- 
ager of Station KFBK, radio outlet 
of Sacramento Bee. 


‘SHOW BOAT IS 
BACK FROM ITS 
SOUTHERN TRIP 


To Carry Permanent Exhibit 
of Coast: Products 


Portland, Oreg., Aug. 10.—The good 
ship Point Ancha, housing the ex 
hibits of Pacific Coast manufacturerg 
desirous of expanding their trade 
with Latin-American countries, hag 
just completed a four-month cruise 
through Caribbean waters and wil] 
shortly depart on a like mission, 

The Point Ancha,_ unofficially 
dubbed the “show boat,” was loaned 
for the trade-building tour by the Gulf 
Pacific Mail Line, which gives direct 
service from the Coast to the eight 
countries visited—Mexico, Panama, 


Colombia, Venezuela, Cuba, Duteh 
West Indies, Jamaica, Haiti and 
Cuba. 


So successful was this initial voy- 
age that the ship has been converted 
into the carrier of a permanent ex- 
hibit. 

While the ship was dispatched on 
its mission in anticipation of the re 
moval of present obstacles to the sale 
of American products in South Amer- 
ica, the first trip indicated that these 
are far from insuperable, even under 
existing conditions. 

Actual sales were made as a re 
sult of the new contacts, while many 
alliances which promise much for 
the future were propagated. Flour, 
lumber, foodstuffs and agricultural 
implements are among the lines 
which are moving southward as a 
result of the expedition. 

One of the exporters who made the 
trip gave this quick word-picture of 
prospects: 

“That Latin-American countries 
are anxious to do business with the 
United States was indicated by the 
crowds which came aboard the Point 
Ancha. Products attracting the most 
interest varied with the port of call. 

“Panama has not been using Pa- 
cific Coast products, but there is a 
market for them among the wealthier 
section of the half million inhabi- 
tants. Agricultural production is be- 
ing promoted in a limited way, and 
there is a demand for implements of 
low cost—the type which could be 
utilized in taking care of small ex- 
perimental sections of large tracts. 

“Panama City, on the Pacific side, 
seems to present greater opportuni- 
ties than Colon on the Atlantic. 

“Cartagena, Colombia, exhibited 
interest in lumber, required for new 
docks, and the modernistic, gaily- 
colored porch furniture which has 
come to the front so rapidly in this 
country. 

“Venezuela is anxious to make fa- 
vorable trade agreements with the 
United States. Conditions in Vene- 
zuela are more favorable than in Co- 
lombia; in fact, Venezuela seems to 
be the one spot on the globe which 
has read about the depression with- 
out experiencing it.” 


Miss Johnson Resigns 

Miss Laura Johnson has resigned 
as publicity director for the Charles 
H. Touzalin Agency, Chicago. 
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A Posurcation that SELLS IpEas 


ts best qualified to SELL 


New ideas are revising our national life at 
breath-taking speed and on an undreamed scale. 

The vistas of change opened by the National 
Recovery Act alone almost stagger the imagina- 
tion. 

The elimination of child labor, of the sweat- 
shop and of unfair competition are with us in 
fact—ideas which have been in the making for 
years but have moved to swift and unexpected 
fulfillment in a few short months. 

Every issue of Colliet’s sells ideas—the ideas of 
today and tomorrow. Writing of the minimum 
wage law recently passed in Connecticut, State 


CROWELL 


Labor Commissioner Joseph M. Tone says, “No 
small part of the credit for the enactment of this 
law must go to Collier’s Magazine . . . Your 
graphic portrayal of the situation helped in large 
measure to pass the bill, which will eventually 
mean the end of the sweatshop in Connecticut.” 

Now we are at the threshold of a new idea 
in national buying. The identification and selec- 
tion of merchandise manufactured under the 
fair practice codes of the National Recovery 
Act. 

Collier’s in an editorial in the August 19th 
issue joins in showing the public how it may 


PUBLISHING Cc O 


Mercuan DISE 


give preference to those manufacturers and mer- 
chants who are operating under the codes of 
fair practice approved by the federal govern- 
ment. And how the insignia of the National 
Recovery Act is ‘a mark of distinction” identi- 
fying merchandise as having been manufactured 
under proper conditions of hours, wages, prices 
and competition. 

Collier’s sells ideas. This quality is respon- 
sible for Collier’s leadership among the active, 
open-minded, fast-thinking people in every 
community whose needs are creating today’s 
best market for merchandise. 


ollier’s ~FOR ACTION / 
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FORD DEALERS’ 
COPY IS CALLED 


DIRECT, HONEST 


Agency Explains Duel of Cars 
in Buffalo 


Buffalo, N. Y., Aug. 10.—The W. F. 
Groom Motor Corporation, Buffalo 
distributors of Essex automobiles, 
has issued a new challenge to com- 
peting cars, following copy by local 
Ford dealers in which the Ford’s 
victory over the Essex in an 111-mile 
test run was silhouetted. 

Meanwhile, J. C. Bonning, vice- 
president of the Landsheft Advertis- 


ing Agency, took exception to the 


statement in ADVERTISING AGE that 
the Ford copy was “derogatory” in 
character. Mr. Bonning gave an in- 
teresting exposition of his agency’s 
conception of the function of adver- 
tising. 

The new Essex copy, appearing in 
the Buffalo Evening News, admitted 
that the figures of 21.66 miles to the 
gallon for the Ford and 20.78 miles 
for the Terraplane were correct. It 
pointed out, however, that the dif- 
ference in gasoline cost for the 111 
miles was only slightly more than 
four cents. 

It asserted that the Terraplane 
won a similar contest in Brockton. 
Mass., and concluded by issuing a 
sweeping challenge to all other cars 
to match the 48 official A. A. A. 
records for speed, acceleration and 
hill-climbing held by Essex. 


Start of Contest 


Mr. Bonning, the agency officer, 
gave this resumé of events leading 
up to the appearance of the Ford 
copy: 

“The first advertisement in the 
series said, in substance, that we 
(the Ford dealers) regarded the re- 
peated gasoline economy claims of 
the light ‘sixes’ as an implied chal- 


HEY! WHERE ) 
DO WE FALL 


—— = 


SKINNIE AND JIMMIE LINE UP FOR ATTACK 


i 
) 


ms 
Ratclitte Adv. 
———— 


WAGES RAISED, 
HOURS CUT, - 
MORE WORKERS! 


lenge to the economy of Ford V-8 
|. . . further that while we believed 
| the Ford V-8 would match any full- 
| sized light ‘six’ in gasoline economy, 
|if any difference did exist, it would 
be too slight to be used as a sales 
argument. 

“We felt, too, that so long as com- 
petition had raised the issue, some- 
thing should be done to provide facts 
and figures on the subject, instead 
of mere claims and opinions. 

“To that end, we stated that the 
Ford dealers would be glad to make 
a competitive economy run against 


RU 


YOUR MATS 


SH 


AND PLATES 


FASTER 


— AT LESS COST 


No ifs, ands or buts about it—your mats and 


electros get there by 


Railway Express. Our 


RUSH label insures special delivery on arrival— 
DAYS, NIGHTS and SUNDAYS—and permits 
no pauses in transit — Your plates and mats 
RUSH—all the way from the time we receive 
them until delivery to the consignee. 


THE NEW REDUCED RATES ARE 


Mats—Pound rates 


Electrotypes—Pound rates 
Advertising matter printed, engraved, etc.— 


Get he Minimum 25c 
ee. Minimum 35c 


8c pound—Minimum |5c 


These rates include pick-up and delivery in 
all principal cities and towns. 


Add to speed and economy 


the dependability of Railway 


Express and you deal three smashing body blows to the 
ogre of closing dates. And for that extra special rush, we 
offer Air Express with reduced rates and faster schedules. 
For information or service call any Railway Express 


SHIP BY 
RAILWAY EXPRESS 


Agency, Inc. 
NATION-WIDE RAIL AND AIR SERVICE 


Agent. 


in the dealer series. 


any full-sized light ‘six.’ 

“In Buffalo, the invitation was 
promptly accepted by the Essex deal- 
er, who was so confident of victory 
that he invited the public by radio 
and newspaper to be on hand at the 
finish. 

“It was clearly understood that 
the final result would be published, 
just as openly and honestly as the 
‘run’ was publicized. 

“Ford won, and we gave the public 
the facts and figures without bandy- 
ing words. The Essex dealer pub- 
licly congratulated the Ford on its 
victory. 

“This advertising, in our humble 
opinion, while direct and bold, was 
honest to the core. Ford might have 
lost, you know! We simply wanted 
a clean-cut picture delivered to the 
public of the relative economy of the 
Ford V-8 motor and competitive 
makes. We got it; and gave it. 


Discusses Ford Copy 

“Let us ask this question, unoffi- 
cially, as an agency: Is there any 
question in your mind as to what 
cars the recent advertisement ‘Steel, 
alone, is not enough!’ was aimed at? 
Would there be any question in any- 
one’s mind? Does a thrust like this 
gain in grace or virtue, because it 
delivers its blow by inference rather 
than by forthright declaration? Does 
it show better sportsmanship? 

“Perhaps some phases of advertis- 
ing are still affected by a twisted 
psychology. Isn’t it rather puerile 
to follow a precept which permits 
any slur so long as names are not 
mentioned? In common with Al 
Smith. we can’t help believing that 
occasionally it might be a good idea, 
advertisingly speaking, to ‘take a 
look at the record!’ 

“Here is the final advertisement 
It takes off the 
gloves again and presents facts and 
figures. It may jolt the minds of 
the advertising conformist, but it 
tells the truth! 

“We do not believe this dealer ad- 
vertising necessarily runs counter to 
Mr. Ford’s advertising credo, except 
in one respect—with characteristic 
dignity and restraint, he has (if his 
past and present advertising may be 
used as a gauge) adhered to a policy 
of honesty with modesty, while the 
Ford dealers’ campaign deliberately 
forsakes the ‘modesty.’ .. . 

“And with good reason: have you 
ever driven a Ford V-8?” 


Buick Adds Zones 


Buick-Olds-Pontiae Sales Company, 
Detroit, has established six new 
sales zones, bringing the total up to 
twenty-eight. 
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OIL COMPANY, 
IN NEW TEST 


Detroit, Mich., Aug. 10.—The com- 
plex Ford advertising picture that 
shows the company, individual deal- 
ers, dealer associations and coopera- 
tive groups of dealer associations 
carrying on campaigns simultane 
ously, this week took on one more 
new angle. The factory branch 
entered the picture. 

The Detroit factory branch this 
week combined with White Star Re- 
fining Company to conduct a 10,000 
mile economy run. Similar co-opera- 
tive efforts between Ford factory 
branches throughout the country 
and various divisions of Socony- 
Vacuum Corporation, of which White 
Star is the local member, are already 
getting under way. 

Although newspaper advertise- 
ments announcing the test run were 
paid for entirely by White Star, they 
devoted much attention to Ford. 
Aside from mention that the test car 
would be serviced at White Star sta- 
tions throughout the state. and the 
Mobiloil signature, the lion’s share 
of space went to Ford. 

The purpose of the run, copy an- 
nounced, was “to demonstrate the 
economy of Ford operation.” A pic- 
ture of the car occupied prominent 
position. 

Although Ford officials refused to 
divulge the extent to which results 
of the test runs would be used in 
future advertising, except to say that 
“that part is all planned and set,” 
White Star intimated a heavy cam- 
paign by both parties. White Star 
said, however, that they could speak 
authoritatively only for their terri- 
tory, which includes Michigan and 
Ohio. 

Whether the factory’ branches’ 
sudden activity in promoting econ- 
omy runs was prompted by the enter- 
prise of Buffalo dealers in staging a 
test run of their own was a subject 
for conjecture among the trade. 

It was said by certain dealers that 
the Ford company is_ launching 
the test runs through factory 
branches in order to exercise control 
over them, and forestall any _ in- 
cipient tendency of dealers’ advertis- 
ing going off on independent tangents 
that might conflict with company 
policies. 

A brass band parade of over 100 
Ford cars painted with promotional 
signs got the test run under way 
here. 


MAGAZINES GET. 
COPY FOR ‘KOOL’ 


Louisville, Ky., Aug. 10.—Maga. 
zine advertising will be relied on by 
Brown & Williamson Tobacco Corpo. 
ration to popularize its mildly mep. 
tholated cigarette, Kool. 

Following appearance of an initia] 
color page in The Saturday Evening 
Post, smaller copy will appear in the 
Post, Liberty, Cosmopolitan, Red. 
book and Time. One or two other 
magazines may be added to the list, 

A national program of window 
display is supplementing use of 
magazines. Copy on the -new cigar. 
ette will avoid any claim to medi- 
cinal properties, merely emphasizing 
the ideal of a cool smoke. 

Batten, Barton, Durstine & Os. 
born, New York, are placing the cam. 
paign, under direction of W. R. Hen. 
dricks, advertising director for 
Brown & Williamson. 


Now Cliff Knoble 


Bursts Into Song 


Cliff Knoble, who recently resigned 
as advertising manager of Chrysler 
Sales Corp., Detroit, to start a sery- 
ice of his own, has written a poem 
which was duly printed in the “Mo- 
tor Sparks” department of the Chi- 
cago Daily News. Wrote Mr. Knoble: 

The light was red 
But on he sped, 
Because he thought no one would 
see him. 
But now he waits 
And meditates 
On why no one will come to free 
him. 


Commercial Recovery 


of Bromides Planned 


Ethyl-Dow Chemical Company has 
been formed to recover bromides 
from the sea. A plant is being 
erected at Kure Beach, near Wil- 
mington, N. C. 

The new company was formed 
jointly by Ethyl Gasoline Corp., 
New York, and Dow Chemical Co., 
Midland, Mich. Its output will be 
utilized by Ethyl Gasoline Corpora- 
tion ds a constituent of Ethyl fluid, 
anti-knock compound. 


Daily to Feature 
“Talking Pencil” 


“Radio Comics,” featuring Nick 
Nichols, the ”’Talking Pencil,” will be 
presented as a circulation feature on 
Station WENR by the Chicago Even- 
ing American, starting next week. 

By the use of a chart appearing 
daily in the paper, children will be 
able to draw pictures of famous per- 
sonages. Nick Nichols will indicate 
the numbers to be connected with 
lines. 


Advertising Man 
to Lead Parade 


W. H. Cordes, advertising man- 
ager, American Steel & Wire Co., 
Chicago, will act as grand marshal 
of a parade to be held during Farm 
Week, August 13-19. 

Monday has been set as the tenta- 
tive date on which cattle, as well 
as human beings, will journey down 
Michigan Boulevard. 


ne 
Trip to Fair for 
Reading Advertising 


Advertiser-Reporter, weekly news- 
paper of Terre Haute, Ind., is offer- 
ing eight tours to A Century of 
Progress at Chicago for letters se- 
lecting the best advertisement in 
each issue and telling why. 

Eight trips, expenses paid, will be 
awarded. 


Display Service 
To Insure Employes 


Fisher Display Service, Chicago, 
has offered employes group life, 
sickness and health benefit insur- 
ance, in addition to complying with 
the provisions of the blanket code. 


Condon’s New Job 


Glenn Condon, who has been di- 
rector of public relations for the 
Skelly Oil Company, Tulsa, has re- 
signed to handle the same work for 
J. S. Bryan & Sons Corp., Tulsa, job- 
bers. 
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A CENTURY OF PROGRESS 


Chicago Aerial Gurvey Photo. 


Sum mer in Chicago this year 


| & PEAK SELLING 


| IME! 


$500,000,000.00 is the conser- 
vative estimate of the money to 
be spent by visitors to the Fair 
from outside of Chicago. Re- 
tail stores are reporting record 
sales. State Street is jammed 
with shoppers. Buying is active 
in practically all lines ... at 
advancing prices. 


Elsewhere summer may slow 
down sales ... but not in Chi- 
cago. You can increase sales 
here to offset seasonal declines 
in other markets. More than 
that, you can do a national and 
a local advertising job in Chi- 
cago this summer . . . and do 
it at one low cost. 


With one newspaper — the 
Chicago T rib une—you can 
reach 50% of all the families in 
Chicago and suburbs. They are 
the most responsive prospects 
for advertised merchandise .. . 
47% more than are delivered 
by any other Chicago daily 


- newspaper. 


Throughout the entire Chi- 
cago territory retail trade is 
benefiting by the World’s Fair. 
To the effects of improved farm 
prices, increased factory em- 
ployment and higher wage 
scales has been added the extra 
impetus of the spending of the 
millions on their way to Chi- 
cago. In these communities 


adjacent to the metropolitan 
district the Tribune reaches an 
additional 150,000 progressive, 
prosperous families. 


A Century of Progress is only 
eleven weeks old. Nearly three 
months remain before it closes. 
Already 8,000,000 have visited 
it. Each day new thousands 
arrive. 


The newspaper which they 
will read is the one available 
when they have time to read 

the one they have heard 
most about .. . the one which 
many of them have been read- 
ing for years—the Tribune! 


Tribune rates are already the 
lowest per line per-thousand 
offered by any Chicago news- 
paper. This extra circulation is 
being delivered by the Tribune 
at no extra cost. 


Department store advertisers 
during the first seven months of 
this year increased their linage 
in the Tribune—and cut it in 
every other Chicago newspaper. 
The Tribune gained 245,852 
lines of department store ad- 
vertising. The combined loss 
of all other papers was 1,489,127. 


Ask a Tribune representative 
to give you the complete story. 
A phone call, wire or letter will 
bring him at once. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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BUOYANT COPY 
FOR CONKLIN 


Toledo, O., Aug. 10.—The fall ad- 
vertising of the Conklin Pen Com- 
pany, coinciding with the opening 
of schools, will represent a radical 
departure from the conventional. 
Small space will be used, but the 
breeziness of the copy insures atten- 
tion for it. 


Pen and ink drawings of college 
humorists are used in such a way as 
to concentrate attention on the two 
outstanding features of the new self- 
filling sackless Conklin Nozac. The 
frequency of insertion is such as to 
give the impression of a much heav- 
ier campaign than is actually con- 
templated. The average size of the 
Conklin copy is 85 lines. 

The campaign will appear in 
American Magazine, American 
Weekly, Collier's, The Saturday Eve- 
ning Post, and a long list of other 
publications, with generous repre- 
sentation in the specialized educa- 
tional field and farm papers. 

Sterling Beeson, Inc., Toledo 
agency, is in charge. 


C. E. Conilon Takes 
Chief Crier’s Office 


Charles E. Conilon was inducted 
into office as Chief Crier of the 
Town Criers of Rhode Island at a 
ceremony at the Rhode Island Coun- 
try Club, Providence, last week. 

Ernest J. Meyer became scrivener 
for another term, with R. Foster 
Reynolds as fundsholder. Franklin 
S. Weston, of Danielson & Son, was 
named deputy chief crier of the di- 
vision of advertising, sales and edu- 
cation. 


“Hat Life’ Makes 
Debut as Monthly 


Hat Life has made its appearance 
as a new monthly for the hat trade. 
Headquarters are at 1123 Broadway, 
New York. 

Robert J. Patterson is editor; 
Ernest F. Hubbard, managing edi- 
tor; James H. Wray, advertising 
manager; and Henry F. Diekhaus, 
business manager. 


Clinton Lawry Joins 


Outdoor Advertising 


Clinton C. Lawry has been ap- 
pointed northeastern representative 
of Outdoor Advertising Incorporated, 
with offices in the Statler Bldg., Bos- 
ton. 

Mr. 
nelly 


Lawry 
& Sons for 17 years. 


was with John Don-| 
| with 


TIMKEN SIGNALS 
START OF DRIVE 
ON OIL BURNERS 


Introduces New Furnace in 
Newspapers 


Detroit,, Mich., Aug. 10.—Without 
waiting for the weather man to sig- 
nal the start of the industry’s race 


for sales, Timken Silent Automatic 
Company this week launched a 
double-barreled national newspaper 


campaign to introduce an “amazing 
new oil furnace” that “heats your 
home cuts fuel costs 

gives all-year hot water.” 

The new product, described in an- 
nouncement copy, as “triumphant 
from gruelling tests,” will furnish 
the basis for one of the most in- 
tensive drives ever undertaken by 
any member of the heating industry. 

Two campaigns will run _ simul- 
taneously. The first, which started 
1800-line copy this week and 


CLUB LEADER 


Karl R. Koerper, new president of Ad- 

vertising Club of Kansas City. He is 

sales and advertising manager of Grei- 
ner-Fifield Lithographing Co. 


which will scale down to 


in over 30 newspapers, 


Tell them WHERE TO BUY IT 
throu gh the classified teleph one book 


In selling and advertising, “first base” is the dealer’s 
store. If prospects don’t get that far, they're OUT. 
It’s up to you to see that your prospects do reach the 


dealer’s store—the right dealer at that. 


“Where to 


Buy It” Service enables you to direct them straight to 
your nearest authorized retail outlet. 

Here is the method. Your accredited dealers or 
agents can be listed below your trade mark in classified 
telephone books — see illustration. Prospects who want 
your brand just look for your trade mark .. . and find 
the names, addresses and telephone numbers of author- 


ized representatives. 


Your dealers are easily identified and located. Temp- 
tation to accept substitutes is greatly reduced. Your 
advertising is more certain to produce results— par- 
ticularly if that advertising specifically refers to “Where 


to Buy It.” 


“Where to Buy It” 


works just as well for sectional 


manufacturers as it does for national advertisers. List- 

ings need be placed only in those directories where 

distribution warrants. The cost is very reasonable. 
“Where to Buy It” users include such names as Mul- 


tigraph, National Battery, Leonard Refrigerator, RCA 


Victor, Jeddo Highland. 


Full information on request. Trade Mark Ser- 
vice Manager, American Telephone and — 


Company; New York address, 195 Broadway 
(EXchange 3-9800); Chicago address, 311 
West Washington Street (OFFicial 9300). 


Bases E 


A typical ‘“WHERE TO BUY IT” 


f rt in 
eg comfo' 

2s in ts over 
srnooth scenic highways. 


echedules, con ve 
t downtown depots. 8 
Peonomise wy S88: 


WHER TO BUY a2. 
Union Patil ek Yashill. -AT wate: 


listing 


a con- 
sistent 900 lines hereafter, will run 
covering 
cities with factory branches or sub- 


branches. The second, employing 
smaller space, will be released ty 


newspapers in approximately 5% 
cities and towns with dealer repre 
sentation, 

Four months of consistent once. 
week and twice-a-week releases jg 
the present plan of the campaign, ae. 
cording to T. A. Crawford, advertigs. 
ing manager. This will take the 
drive well into the beginning of 
winter and tell the story even to 
those people who wait for the snow 
to fall before becoming heating-con. 
scious. 


Feature Combination 


Combination of a heating unit and 
a hot-water apparatus in one fixture 
is the feature that will come in for 
greatest emphasis, with economy, 
silence, convenience and __ beauty 
hardly less stressed. 


are combined in one complete mod- 
ern unit, the patented 
Timken Silent Automatic Oil Burner 
—proved in thousands of homes— 
and a new boiler scientifically de 
signed to make the most of this effi- 
cient unit,” first copy announced. 

“Here in one compact unit is 
everything required of a_ heating 
plant—beauty—completely automatic 
operation—quiet running—all year 
hot water service—and amazing 
economy. Fuel savings as high as 
40 per cent and 50 per cent may be 
expected—when cost of good grade 
coal and fuel for heating water are 
considered.” 

Anticipation of a revival in build 
ing was shown in first copy, which 
was addressed not only to home- 
owners, but to home-builders as well. 

While copy in towns with dealers 
but without factory branches started 
off by devoting full space to solid 
type. that in the larger-space sched- 
ule gave full play to pictures. This 
procedure will be continued through- 
out the campaign, according to pres- 


ent plans. Both will mention, in 
prominent position, “where to buy 


it.” 
| Lots ‘of Pictures 


Pictures of people featured intro- 
ductory copy in the retail branch 
cities. A pretty housewife, at the 
top of the page, directed attention to 
the new Timken Oil Furnace which, 
“smartly attired in its cabinet of 
two-ioned green enamel .. . fits natur- 
ally into the pattern of the most 
modern basement.” 

A cozy domestic scene bespoke the 
luxury provided by the automatic 
character of the product. A comely 
young lady preparing her bath por- 
trayed the convenience of constant 
hot water. 

A picture of Timken Silent Auto- 
matic Engineers, “the acknowledged 
‘aces’ of the oil burner industry,” 
was set above this text: 

“Their priceless experience with 
90,000 oil burner installations has 
been combined with the skill of the 
heating engineers of the American 
Radiator Company. Together these 
outstanding experts have produced 
the amazing Timken Silent Auto 
matic Oil Furnace. It bears the 
name of the leader of the oil burner 
industry.” 


Explains Mention 


Mention of American Radiator is 
not in the way of cooperative adver- 
tising, Mr. Crawford explained. That 
firm is the manufacturer of the 
radiator unit of the heating device, 
but is not a co-conductor of the cam- 
paign. 

With curiousity whetted by these 
enticing outlines of the product, 
readers were asked to see a demon- 
stration at the local retail store, or 
send a coupon to the factory branch 
for full details. Names thus ob 
tained will form the groundwork for 
an intensive direct mail and _ per- 
sonal call campaign which will get 
under way immediately. 

The trade was apprised of the new 
product two months prior to the gen- 
eral consumer announcement, as 
were large property owners. June 
issues of Fuel Oil Journal, Oil Heat. 
Electrical Merchandising and WNa- 
tional Real Estate Journal carried 
the first announcement. Use of 
these publications will be continued 
throughout the campaign. 

Henri, Hurst & McDonald, 
Chicago agency, is in charge. 


Inc., 


“In this amazing new Oil Furnace 7 
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@ 1904-05. Russia holds Port Arthur, prize of the Pacific—-a seaport free of ice, the real gate- 
way to the mainland... Japan wants this port... her future as a naval power depends on it. 
She concentrates her forces on this key objective. February 8, 1904 sees the Japanese under Togo 
rout the Russian fleet ... May 1, the investment of the fort...and January 2—after seven months 
of siege — the surrender of Port Arthur itself ...and Japanese supremacy in the Pacific... 


1 SEE THE AMERICAN 
MAGAZINE HAS A 
LARGE SHARE OF OUR 
APPROPRIATION. 


@ The economic battle of 1933 demands strategists as purposeful, as tenacious as the Japanese at 
Port Arthur...Men with vision to recognize their key objective...Men with intensity of purpose 
to concentrate their attack. Advertising buyers this year recognize the American family as their 
key objective...And they’re concentrating their advertising appropriations in media which reach 
this unit. The American Magazine has been proved to have the largest number of readers per home. 


@ The American family of 1933 is differ- 
ent. It’s united —more than at any time 
since covered-wagon days...This new 
family plays together, works together, 

_ plans together—and makes its purchases 
as a result of “family council.” 

The strategist of 1933 must get his 
story before this “family council”!... 
That’s why he so frequently puts The 
American Magazine first on his advertis- 
ing list! Here, under one cover, the in- 
terests of the entire family—mother, 
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WE BELIEVE THAT IS 

GOOD STRATEGY. 
IT REACHES ALL BUYING 
| FACTORS IN THE FAMILY. 


ae 


TLE OF 1933 


ef 
father, sons, daughters— 1,800,000 fam- 
ily groups—are met. 

The topics in which their interests are 
centered are the topics which vitally con- 
cern The American Magazine. 

And the 1933 strategists who “put The 
American Magazine first” are getting a 
full dollar’s value for every dollar they 
spend. They have learned the economy, 
the efficiency of concentrating their at- 
tack in the medium which reaches the 
family group. 
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ADVERTISING AGE 


ACH year since their inception, the MODERN 
MAGAZINES have moved ahead. Each year has 
brought new readers, new advertisers, new records of 
accomplishment. Now MODERN announces a new advance. 


@ Effective with the January 1934 issue, MODERN MAG- 
AZINES will consist of MODERN SCREEN, RADIO 
STARS, and MODERN ROMANCES, and will guarantee ad- 
vertisers 1,050,000 net paid circulation at a page rate of 
$1,900. This low rate ($1.80 per page-per-1000) is in effect 
only until October Ist, 1933, for all 1934 issues, and after 
that date changes to $2,100 per page ($2.00 per-page-per- 
1000). 


@ All three members of the MODERN MAGAZINES unit 
are highly successful publications. MODERN SCREEN and 
RADIO STARS each have the largest guaranteed circulations 
in their respective fields, and MODERN ROMANCES has al- 
most doubled its audience in the past three years. 


@ All three magazines circulate in the rich, concentrated city 
markets on a 100% voluntary sales basis (99.9% single copy) 
and find their buying-minded audiences through the same out- 
lets: S. S. Kresge Co., S. H. Kress & Co., W. T. Grant Co., 


More Power to Your Advertising Dollar! 


MODERN MAGAZINES’ RATES 


(In effect until Oct. Ist, 1933) 


an. is lacuauacannokaes $ 4.75 
(Milline: $4.52) 


ET EEE OTT OD 670.00 
(Cost per M: 64) 


We I ascii veces nsec ness. 1340.00 
(Cost per M: $1.28) 


I oF iaiual sd ticustececsnseeceden 1900.00 
(Cost per M: $1.80) 


2nd & 3rd Covers .................... 3325.00 
(Cost per M: $3.16) 


RS ee 4275.00 
(Cost per M: $4.07) 


1,050,000 


NET PAID CIRCULATION GUARANTEED 


McLellan Stores Co., McCrory Stores Corp., G. C. Murphy 
Co., Grand-Silver-Metropolitan Stores, and American News Co. 


@ Despite reduced lists and reduced appropriations, the num- 
ber of advertisers in MODERN MAGAZINES increases con- 
stantly, as these high-powered advertising media consistently 
prove their ability to get re- 
sults. An ever-growing, vol- 


untary audience and an un- 


usually high degree of read- 
er interest and mouldability 
combine to make manufac- 
turers’ selling messages in 
NEW MODERN MAGAZINES 


extremely effective. 


ADVERTISERS IN 


MODERN @ Direct your selling ef- 
MAGAZINES forts at the million families 


(First 10 months of 1933) who comprise the MOD. 
Esstman Kodek & Verichrome Film ERN MAGAZINES mar- 
Ivory Soap ket by placing an order now 
Johnson's Wax & Glo-Coat e 
Pebeco Toothpaste at the low rates which are 
Lux Flakes ; is Ps “ : 
eee OES. Tomes in effect until October first. 


Norwich Pharmacal Company's Amolin 
Bauer & Black’s Blue Jay Corn Cure 
Northwestern Yeast Company 
Griffin Shoe Polish 
Kleinert’s Dress Shields 
American Chicle’s Dentyne Gum 
Djerkiss 
Mavis 
Chesebrough’s Vaseline 
Mentholatum 
Hump Hair Pin 
Realshine Shoe Polish 
L'Onglex Manicure Preparations 
Mum 
Kissproof Lipstick 
Delica Brow 
American Lace Paper 
Dixie Deb Cosmetics 
Remington Rand, Ine. 
Rochester Folding Box Co. (Skoops) 
Adde Manicure Preparations 
Vivani Cosmetics . 
Baby Touch Hair Remover 
Ballard Sunburn Remedy 
Radio Girl Cosmetics 
Changette, Ine. 
Charm Powder Puff 
Delatone 
De Wans Laboratories 
Pogo Rouge 
Homecraft Institute 
Lashbrow Products 
Metal Sponge 
Model Brassieres 
Moonglow Cosmetics 
National Toilet Company 
Noxzema 
Sealtex Bandages 
Shun Deodorant 
Woman's Institute 
Hush Deodorant 
Salicon 
American School 
American Products 
Fifth Avenue Styles 
Goodwin Tires 
Marvel Compacts 
Midland Tires 
New York Institute of Music 
Perfect Products 
Ringer Do-Nut 
Senzodor 
Willard Company 
American School of Music 
Atkin Company 
Fischer Mfg. Co. ; 
International Correspondence Schools 
Kenton Pharmacal Company 
Konjola 
National Brush 
National Radio Institute 

yne 
Perfolastic 
P X Products 
Arthur Rhodes Company 
Uthagen 
Dr. Ellis’ Waveset 
X-Cream . 
Lagy Lillian Cosmetics 


ae! ae 


MODERN SCREEN RADIO STARS © 
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e In bad times or good 


es MODERN MAGAZINES 
e steadily ahead, and the 
Jern Market grows steadily 


yer, increasingly more impor- 


tin the selling plans of 
erica’s leading advertisers 


1931 
685,005 


NOTE: The little 
lady might just as 
well be a bar chart. 
She is in exact scale 
with the growth of 
MODERN MAGA. 
ZINES. 


York. 


¢ 
1933 


1,050,000 


cago, Los Angeles 
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ADVERTISING AGE 


Fisher, Yost, | 
Prominent in 


St. Louis, Die 


St. Louis, Mo., Aug. 10.—Two well 
known St. Louis advertising men 
died this week, Clarence Lee Fishe 
passing away Monday and Robert G. | 
Yost succumbing to an old opera | 
tion Tuesday. 

Mr. Fisher, who gvas 61 years old, 
died of heart disease. He was presi- 
dent of the Fisher-Wilson Advertis 
ing Company until it changed hands | 
in 1928. 


Colonization Project 


He came into the public eye in the 
last years of the nineteenth century 
when he was advertising counsel for 
the Hugh McRea colonization project 
at Wilmington. N. Car. Mr. Fisher 
directed the selection and transpor- 
tation of 2,000 skilled European 
farmers to four colonies in the Wil- 
mington area, newspapers taking 
great interest in his plans. 

Mr. Yost, who was only 47 years 
old, was president of the Yost Com 
pany, advertising agency. He under- 
went an operation in April and 
never fully recovered. A widow and 
two children survive. 


Three Additions to 


Dell Fiction Group 


The Dell Publishing Company, 
New York, has bought five magazines 
from the Clayton Publishing Com- 
pany, adding three of them to the 
Dell Fiction Group. Five Novels, 
Ace High and Danger Trails are the 
additions to the group, Ace High 
Novels and Flyers completing the 
purchase. 

Other members of the group are 
War Birds, All Western, Western 
Romances and Sweetheart Stories. 


Doolittle, with Agency 
21 Years, Meets Death 


Herman A. Doolittle, 42, office 
manager of McCann-Erickson, Inc., 
New York, died Aug. 6 at North Rye 
Beach, N. H., succumbing to a heart 
attack while on his vacation. 

He joined the H. K. McCann Com- 


pany in 1912 upon graduating from | 


Dartmouth, serving that firm and 
the merged agency which succeeded 


it in turn as production manager, as- | 


sistant treasurer and office manager. 


Heads Food Packers 


Paul S. Willis, vice-president, 
Comet Rice Co., New York, has been 
granted a leave of absence to de- 
vote his full time to new duties as 
president of the Associated Grocery 
Manufacturers of America, New 
York. 
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“DISTRIBUTION 
AND WAREHOUS- 
ING” and its compan- 
ion publication, “DIS- 
TRIBUTION” are 
from advertising view- 
points the same, “DIS- 
TRIBUTION,” the 
auxiliary publication, 
has a controlled cir- 
culation. Advertising 
space in both is sold 
as a single unit at the 
regular space _ rates 
of “DISTRIBUTION 
AND WAREHOUS- 
ING.” 


One-medium Coverage of the Huge 
Motor Freight and Warehousing Market 


For over thirty 
WAREHOUSIN 


Editorial 


performed. 


In serving its readers DIS- 
TRIBUTION AND 
WAREHOUSING 
has served its advertisers, 
creating a market place that 
no sales executive can afford 
to overlook. The motor 
freight and warehousing in- 
dustry presents a preferred 
market to those whose prod- 
ucts are required to keep 
these great truck fleets mov- 
ing at top-notch efficiency 
and the warehouses with 
their modern high-speed 
handling equipment, func- 
tioning at profit-making 
capacity. 


The 19383 Program of this 
publication presents an un- 
paralleled advertising buy, 


ing in “D@w” 
is $100 per 
page. 


MOTOR FREIGHT 


ars DISTRIBUTION AND 
has kept pace with the growth 
of the now giant industry it serves. . 
served well is attested by the fact that it is the 
one and only publication of its kind in the field. 


strength, prestige and unquestioned 
authority in the distribution and warehousing in- 
dustry are the well-earned rewards of a duty well 


. . That it 


including as it does a plus circulation to a special 
list representing 12,000 important individuals in. 
the motor freight, transfer and warehousing fields. 
This excess circulation is obtained through the 
controlled circulation of the auxiliary publica- 
tion, DISTRIBUTION, which is a monthly edi- 
torial digest of DISTRIBUTION AND WARE- 
HOUSING, wherein your advertising copy is re- 


peated at no extra cost. 


is $3.00 per year. 


249 West 39th Street 
New York 
a 2 TRANSFER * = 


“Dew” is an executives paper, the cost of which 


Remember:—Without addi- 
tional expense your adver- 
tising copy is lifted from 
“Distribution and Ware- 
housing” on the first of each 
month and published again 
in “DISTRIBUTION” on 
the fifteenth. 


Two distinct and separate 
publications every month, 
twenty-four every year. One 
publication advertising cost 
gives you this dual circula- 
tion wherein each of the 
12,000 names on the “DIS- 
TRIBUTION?” list receives 
it at least six times each 
year. 


Let “D&W” Service blanket 
this fertile motor freight and 
warehousing field with your 
selling message. 


The use of 
one medium at 
one low cost 
blankets _ this 
rich market. 


WAREHOUSING 


Distribution and Warehousing Is a Unit of the United Publishers Corp. 


~SALESMEN ARE INSPIRED AT BREAKFAST MEETINGS 


t TWO NEW 
2 PIYMOLTHS & 


—, 


August 12, 1933 


Dealer 


Need Aid in 
Advertising 


Chicago, Aug. 8.— Opening the 
24th semi-annual convention of the 
Interstate Merchants Council at Ho- 
tel Sherman today, M. J. Pittsford, 
president, revealed that retailers are 
facing an advertising problem which 
they feel none too well equipped to 
handle. 

“Many merchants are going to 
have a hard time this fall because 
their crutch—low price appeal—has 
been removed,” he said. “Ear drums 
have been broken in the past few 
years by the price appeal din. Now, 
merchants must get business on the 
true merits of the goods instead of 
the misfortune of the merchandise. 
Few of them are equipped to handle 
the job. There are great test days 
ahead for advertising.” 

Speaking in the same vein, Arthur 
Brayton, editor of the Dry Goods 
Merchants Trade Journal, stressed 
the fact that retail sales and adver- 
tising must seek and use new ap- 
peals, such as style and quality. 

“Merchants,” he said, “in face of 
rising prices, must know more about 
merchandise than ever before.” 

In this connection he cited the in- 
stance of a merchant operating a 
group of stores who sent question- 
naires to his sources of supply soli- 
citing every bit of available informa- 
tion about merchandise bought and 
urged the manufacturer and whole- 
saler to send his advertising depart- 
ment further information from time 
to time. 


Fletcher to Leave 
“Boston Transcript” 


H. H. Fletcher, founder and edi- 
tor of “Churchman Afield,” famous 
religious department of the Boston 
Transcript, will retire August 12 
after thirty-six years with the paper. 

Dr. Albert C. Dieffenbach, editor 
of the Unitarian Christian Register, 
will succeed him with a new column, 
“Religion Today.” 


Window Experts Plan 


Chicago Convention 


The Associates of Window Adver- 
tising, Inc., will hold a convention at 
the Stevens Hotel, Chicago, August 
30-31. 

The meeting will be held follow- 
ing a two-day gathering at which a 
national association will be formed 
in the window display field. 


Kolthoff with Phillips 


Jack Kolthoff, advertising coun- 
selor of Wichita, Kan., has become 
advertising manager of the Phillips 
Petroleum Company, Bartlesville, 
Okla. 


Again Leader, 
Copy Asserts 


Detroit, Mich., Aug. 10.—Borrow- 
ing the copy slant of newspaper pro- 
motional advertisements, and com- 
bining it with its familiar “leader- 
ship” theme, Chevrolet Motor Com- 
pany charted via its national news- 
paper schedule this week the “circu- 
lation” of all low-priced cars sold 
this year, and proclaimed that ‘“Chev- 
rolet leads the field by the widest 
margin in its history.” 

Chevrolet was listed as_ being 
author of 47.99 per cent of the cars 
in this class. The number two car 
was credited with 26.74 per cent, the 
number three car with 19.21 per 
cent, and all others with 6.06 per 
cent. The figures were based on 
R. L. Polk & Company retail regis- 
tration figures. 

“True enough,” copy said, “it isn’t 
news any more to say that Chevrolet 
leads the world in automobile sales. 
People have come to take that for 
granted. But this year there is an 
important difference. In the face of 
the keenest ‘show-me’ market the in- 
dustry has ever known, Chevrolet 
has increased its margin of leader- 
ship. 

“In fact, according to the latest 
available figures, Chevrolet alone has 
sold almost as many cars this year 
as all the rest of the low-priced field 
combined!” 


” 


Poster-Brite Fills 


Bar-Mor Contracts 


Poster Brite Corporafion, Buffalo 
and New York City, will fill con- 
tracts made with advertisers by Bar- 
Mor Corporation, of Cleveland, C. E. 
Moore, president of the latter, an- 
nounced this week. : 

One advantage of the plan is that 
Poster-Brite machines are now avail- 
able for use in displaying merchan- 
dise at the point of sale. 


Chrysler Motors 


Has Biggest July 


Chrysler Motors had the biggest 
July in its history, the company an- 
nounced this week. 

Shipments of Plymouth, Dodge. 
De Soto and Chrysler passenger cars 
and trucks in July totaled 55,119 
units, nearly five times the number 
shipped in July, 1932. 


Flavor Emphasized in 
Biscuit Campaign 
Merchants Biscuit Company, Den- 
ver, is using a heavy outdoor show- 
ing in seven states to feature the 
flavor of its soda crackers, urging 
the public to choose on taste alone. 
Ball & Davidson, of Denver, are 
placing the campaign. 


August 
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A MASTERPIECE OF OBJECTIVE REPORTING 
PERFORMED BY THE LITERARY DIGEST 


is 
oa Comparison of Literary Digest Poll with Repeal Vote 
m- 
er. | States Which Have Voted States Still To Vote 
m- | Per Cent Per Cent Per Cent Per Cent 
rr Official Vote Digest Poll Digest Poll Digest Poll 
rn ‘ State For Repeal For Repeal State For Repeal State For Repeal 
oe RS 1. duaniskakiinnxenesiean , eer 55.49 BR sithinenvivecesstiatinsatees 73.36 Wi ss ncdidcivavetestapenens 62.67 
| Atkanaes. 0000000000000 59.84 0000.0) RI cscs esccsssccssceresssece | A caesssencronscrcgenen 75.08 
oo Pee ee i ee ‘\ eee . 
Connecticut Pe, MI ake, ina hee 4 < Se oo? Eee ree rere 714.69 EE RE ET Ad Pe ee 49.95 
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{ WITHOUT prejudice or bias. . . calmly, honestly, with clear THE ACTION OF 20 WIDESPREAD STATES CON- 
tf vision and a just evaluation of facts... The Literary Digest 
: has followed the course of prohibition from its inception. STITUTES A REVOLUTION OF PUBLIC OPINION 
Beginning eleven years ago, it has recorded with national 
. polls the present rising tide of public opinion that shows By William Morris Houghton 
the great experiment will soon be ended. 
wae leaders admit repeal by Christmas is clearly ADDED FEATURES IN THIS NEW ISSUE ARE 


Whatever may be the merits of the case, The Literary WHERE THE PRESIDENT AND THE PRESS RELAX 


Digest has set a standard for honest and complete reporting : > ‘ 
4 ; in its handling of Prohibition news that has never been By John Herrick, Chicago Tribune 


equaled ... except, perhaps, by its own accurate and com- THE N-R-A CODES IN RESUME . By B. P. Adams 


prehensive reports upon other movements of social and 


et bb political importance. — GOLD ... OR THE “COMPENSATED DOLLAR”? by Diogenes 
; The new Literary Digest is doing an even greater job 

t today! The spirit of the day is one of rapid, startling evo- PROSPERITY RISES WITH CHICAGO FAIR 

| lution ... and the new Literary Digest is in step with it. 


France-in-the-Pacific — Japan’s New |Hangman’s Noose for Kidnapers? 


" The Literary Digest retains all the features that have made it the Probl 
] 4 :" leading news-weekly of America for 44 years; and these are richly sonsem Big Navy Men Dominate Tokyo 
supplemented with a wide variety of fresh original material. Sport. Protestant Germany Feels Hitler’s Fist etd y 
Science. Politics. Business. International relations. Commerce. , Ruth. the Ki 
Drama. Poetry. Humor. Art. Religion. Personal sketches. Original Scouts Jamboree Threatening Ruth, the King of Swat 
, a drawings. Numerous photographs. The Literary Digest answers the . * F 4 C i 
questions a normal American would ask concerning today’s events. Spain Smiles on the Soviet Republic | War Against Invading Pests 


To know what's really happening in the world today, read 


' THE LITERARY DIGEST @&% 
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ADVERTISING AGE 


August 12, 1933 


SELECTED LIST 
OF PROSPECTS 
CAMPAIGN KEY 


St. Louis, Mo. Aug. 10.—In 
launching a new campaign, the Hip- 
O-Lite Company is relying on retail- 
ers to provide it with a hand-picked, 
graded list of prospects on whom 
special sales efforts can be concen 
trated. 

This list includes both housewives 
of high financial standing, and 


A White Spot of 


Business Activity 


others to whom economy is impor- 
tant. Hip-O-Lite, the marshmallow 
creme, appeals to both classes, it is 
asserted. As an ingredient it per- 
mits the use of 50 per cent less 
cream than ordinarily required for 
ice cream and some other dishes. On 
the other hand, Hip-O-Lite helps the 
fastidious hostess add a professional 
touch to a salad or dessert, it is 
stated. 
Role of Retailer 


The grocer’s cooperation is won by 
imprinting the “Hip-O-Lite Book of 
Caterers’ and Chefs’ Professional 
Recipes” with his name. The book 
bears the legend, “This book is 
mailed to you with the compliments 
of ——,” giving the name of the re- 
tailer who provided the list. Sev- 


& 


eral recipe books are offered, one 
concerning frozen foods, another 
candy, ete. 


The retailer is provided with forms 
on which those interested may so in- 
dicate. A store poster also arouses 
interest in Hip O-Lite and makes it 
easy for dealers to get mailing lists 
to be forwarded to headquarters. 

For this campaign, the company is 
packing the product in a new closure 
by the Anchor Cap & Closure Cor- 
poration, Long Island City, N. Y. The 
cap requires only a quarter turn to 
remove. At the same time, it pro- 
tects the contents effectively. 

Current advertising is running in 
the St. Louis Post-Dispatch, New 
York Herald Tribune, Christian 
Science Monitor and American Cook- 
ery. 


MUIR PREDICTS 
REALIGNMENT OF 
BUYING ABILITY 


New York, Aug. 10.—Speaking from 
the vantage point of an intimate and 
thorough knowledge of his subject, 
Malcolm Muir, president of the Me- 
Graw-Hill Publishing Co., and deputy 
NRA administrator, told the Adver- 
tising Club of New York Friday that 
the industrial recovery act affords 
advertising initiative wider scope 


OUISVILLE, for the past six months, has been one 


of the outstanding cities of the Nation in business 
improvement. Judged by every index, bank clear- 
ings, postoffice receipts, department store sales, automo- 
bile sales and employment statistics, this city stands very 


near the top in business recovery. 


Recent reports show that, for the month of June, 
Louisville postal receipts were 18 per cent above 
the receipts for the same period in 1932 and 
more than 3 per cent above the national average 


for the month. 


In bank clearings Louisville continued to show 
a substantial gain over last year for the week 
ending July 12, 1933. These and other indica- 
tions should convince the alert advertiser that 
this market offers sales possibilities well above 


the average. 


-This market, which includes a rich portion of Southern 
Indiana as well as most of Kentucky, can be reached at a 


single low cost by concentrating your advertising message 


in a single medium— 


THE COURIER-JOURNAL 
THE LOUISVILLE TIMES 


Major Markets Newspapers, Inc. -: 


Audit Bureau of Circulations 


Represented Nationally By the Beckwith Special Agency 


— 


INSIDE OBSERVER 


Malcolm Muir 


than it has ever enjoyed in the past, 

“I want to emphasize the oppor. 
tunities the future holds for mer. 
chandising and advertising ability,” 
he said. “Whether we like it or not, 
we are faced with a realignment of 
purchasing power. We must find out 
where this purchasing power will be 
and what it will buy. We must chart 
a new consumer map. 

“Old market evaluations, old meth. 
ods of distribution and old advertis 
ing policies are out. The ‘new deal’ 
is not a catch phrase. It means 
specifically that advertising, as a 
great and constructive force in mer. 
chandising, should at last come into 
its own. 


~ 
— 
= 
— 


“We all know that the price cutter 
was the biggest builder of profitless 
prosperity. He was the foe of sound, 
constructive advertising. All this 
should change, if goods and services 
are to be sold on a basis of quality, 


Great Opportunities 
is a challenge to our _ inventive 
genius, a greater opportunity than 
ever before for the development of 
new products, to be manufactured by 
new low-cost processes, to be bought 
by the great new masses of purchas- 
ing power. 

“I could elaborate on this theme 
indefinitely. It is one that stimu 
lates the imagination. It appeals to 
all of the creative and pioneering 
spirit that is still a great part of our 
American heritage.” 

While describing his work at 
Washington, Mr. Muir paused to 
point out that the NRA and the 
President's ReEmployment Agree- 
ment, spoken of erroneously as “the 
blanket code,” are two distinct plans 
which have no relation to each other, 
and that every industry is expected 
to prepare and file a code as quickly 
as possible. 


business men could not expect the 
government to take over the respon- 
‘ibility of running their businesses, 
nd that the administration will in- 
ist on a literal interpretation of the 
phrase “self-government in business” 
ind the preservation of business ini- 
| tiative. 


| T ypographers Pick 
| Convention Dates 


| The seventh annual convention of 
'the Advertising Typographers of 
| America will be held at the Palmer 
House, Chicago, October 24-27. The 
United Typothetae of America will 
hold its annual meeting at the same 
place and time. 

Carl Lochner, 160 E. Illinois St. 
Chicago, has been put in charge of 
reservations and arrangements by 
the typographers. 


Start Brewery Program 

Fertig, Slavitt & Gaffney, Inc. 
New York, have contracted for a4 
half-hour Friday evenings with 
WABC and the Yankee network for 
Hittleman Goldenrod Brewery, Inc. 
Phil Spitalny’s musical organization 
and Julius Tannen have been signed. 


Kopmeyer Forms Agency 
M. R. Kopmeyer has formed a 
generel advertising agency in Louis- 


Building. He was formerly presi- 


dent of the Consolidated Poster Ad- 
vertising Company. 


“In the new scheme of things there | 


He also warned his audience that « 


ville, Ky., with offices in the Realty . 


i—) 
} & 


oms 


- foes cS 


——————————— 
— 


~-_ eh - 


A re ar 
—— 


ee , ; ‘ lcs : : ' : ‘ ee i ale o— ; ete payee ie cae 
2 #e 5 a 
i mae en a - — nn I (—__, ae 
Sgeoe Lent 
- j a oie 
5 5 Bs q ; 
as ae 
wa 
; a = ; 
3 | — ys 
rn | ee fr 
are a 2 
ee > — : 
ay a g c 
Fee. a r = = 
ee : ge ie ord 
Phe) ie | eee os cal fas 
Bae cs ee : ae 
A | ae .—lUana 
Scoring ————————————— a ccensmeenees a : ee am SS 25 ale ee ee ee ser 
a, ‘pre 
Soa ; : for 
arc ea oo, Ram Weep: 00 UMS athe (eine aes 
on ea ee Relea Wo eaan . oe ise eta es <3 pel 
ee i aaa cr aca Be otis Mee. a en 
au eae | ae : tic 
Pa Sina ahs . 
ee ia act } is 
(ues ee + olay 
ee cents te ca 
ge oe =e ey 
4 ON SA compels < ie: 
ae See P 
Gama, & : 
Auta Pals a on 
a rs Se ee 
ee eed we RE s | 
: ‘ a e i ee = in 
rhe ge an 
Jer SS 
a si: 
- Z ' « 
; “a la 
a - 
2 x‘ me 
eS \ 
“+i See 
% Cera 
ie me rapes een bs 
ae ee aes ei cs ta 
has) : fe 
ieee < ce ee es ul 
+ seas (tie 5) ae 
jabs ies Ben w 
. eer Met ee a 
ee Bo ee ies 
a aie 
a a 7 : ee 
lee Cate. i) 
58 dale Be by tne | at 
sup (ae dae ae W 
r ae Py Riba si 
“Nes  * : j 
Pie PS eas , DP 
; ca ue 
ss ‘reales : “eaeaere ] 
nar es: ‘ 
ne ae 
ay ee evpa a Se SaaS 
oe eae eae 
anes ‘ fae of Bis 
Solr aaiig ee ie 
eae ne apes 
eee . ga | 
i - ae | 
is ie ven f | 
he - ; | 
ae 
: al 
ai ~ ; 1 
agile ‘ : a 
et si ss j 
SW a eae ; i 
ie Bey . 4 
‘i Y E 
me 
ee (7 | 
, 
nam Cc | | 
ee ——<—<——— i 
ee 1] 
| 
ee 
| 
ee 
ee . 
| pe 
PS 
o ; ye en Ge RE) a Re Rca ada 5,” | 9 Ue eae nage ea ae, ES unc ee Dee ee ee et ape oe = ae hy: Pee hw arg ete ena. kil atc = ea <i cig) Saas eB ye bate ne ey neal — 
- pets Pree ee as ay ee : pS 0 are whee ee see Bie ac, = eee Re ea ge de : — Psi <i Seamer , SS ee a perl A ep iamieed EP Bee Mat oes AAA RN te Sets a eas ee ee * pete sh reap eee 
din) 22 Wied: pment pe Pa Mie ew ead) Ashe ee ee da Be Rae Rg a mer se <a: een. sh ee bis eee te aes Pe pic rth Sis nk nM <r NR Ray og ae eee ean 
Pid Fed a SpE Noa ao Pe eee Nee Oar eg oh RAR eam a Bs. Say ke, os +E es ee BB TE 8 em oe 7, 2 aed erat Re mS Regan SO Ce 2) a ge eo Cs Sc So i aa <5 a. Aire Olea 


he past. 
| Oppor- 
ar mer- 
ubility,” 
or not, 
ment of 
find out 
Will be 
st chart 


d meth. 
dvertis 
»w deal’ 

means 
» as a 
in mer. 
me into 


e cutter 
rofitless 
f sound, 
ll this 
services 
quality, 


zs there 
iventive 
ty than 
nent of 
ured by 
bought 
yurchas- 


; theme 

stimu- 
peals to 
neering 
t of our 


ork at 
ised to 
nd _ the 
Agree- 
as “the 
st plans 
h other, 
xpected 
quickly 


ice that « 


ect the 
respon- 
inesses, 
will in- 
1 of the 
isiness” 
ess ini- 


Dates 


ition of 
ers of 
Palmer 
7. The 
ca will 
le same 


ois St. 
arge of 
nts by 


ram 
r, Ine, 
for a 
with 
ork for 
y, Inc. 
lization 
signed. 


yency 


med a 
| Louis- 


Realty . 


- presi- 
ter Ad- 


~ 


———————— 


— 


ee a ee er 


tising manager of American La- 


August 12, 1933 


ADVERTISING AGE 


17 


TEN-YEAR-OLD 
HOPKINS COPY 
TO RUN AGAIN 


Chicago, Aug. 10.— The Quaker 
Oats Company has revived a maga- 
zine campaign over ten years old in 
order to win new interest for Puffed 
Rice and Puffed Wheat, its break- 
fast food specialties. Copy written 
by the late Claude C. Hopkins is ap- 
pearing in numerous publications. 

“Yes, we are repeating the old 
series,” said Donald B. Douglas, vice- 
president in charge of advertising 
for Quaker Oats, when asked about 
the advertising today. “It’s an ex- 
periment, and we haven’t gone far 
enough yet to know just what the 
results will be.” 

The copy is appearing with prac- 
tically no change. The typography 
is also the same, the characteristic 
layouts, nearl¥ all type, speedily re- 
calling to readers the original ap- 
pearance of the series. Even the 
illustrations have been changed in 
only a few cases. 

The copy features the process used 
in the manufacture of puffed rice 
and puffed wheat, “the food that’s 
shot from guns” being the empha- 
sized descriptive. The method of 
exploding the kernels by steam, en- 
larging them to eight times their 
natural size, is described. 


Hopkins’ Methods 


Mr. Hopkins frequently built ad- 
vertising campaigns around § spec- 
tacular features used in production, 
feeling that the average consumer, 
unfamiliar with industrial methods, 
would be keenly interested in a story 
of this kind. 

The Quaker Oats Company ac- 
count is handled by the Chicago 
office of Lord & Thomas. The same 
agency prepared the advertising 
when the Hopkins series first ap- 
peared. Mr. Hopkins at that time 
was vice-president of Lord & Thomas. 
He was considered one of the great- 
est copy-writers in the business, and 
was frequently exploited by the 
agency because of his skill in the de- 
velopment of effective advertising | 
appeals. 

The appearance of the old series 
of advertisements has attracted| 
much attention in agency and food 
advertising circles. Many believe | 
that the copy is just as good now as 
it was originally, and that it will 
click without question. Others feel | 
that the increasing competition for 
the favor of the consumer of break- 
fast foods means that new and more 
powerful appeals should be de 
veloped. 


Plan Southwestern | 
Advertising Body 


August 19 has been selected as the 
date for the organization of a South- 
western advertising association. 
Baker Hotel, Dallas, will be the 
place. 

In charge are C. B. Wakeley, | 
Tracy-Locke-Dawson, Dallas, chair- 
man; Miles F. Leche, Hanff-Metzger, 
Inc, Houston; and Robert G. Coul- 
ter, Coulter & Payne, San Antonio. 


Now Jones & Hawley 


F. R. Jones, of Chicago, and A. | 
Hawley, of Cleveland, have merged 
their interests and formed, a pub- 
lishers’ representative service which 
will extend from Buffalo to Kansas | 
City. They have already been ap-| 
Pointed by Public Works, New York. | 


Young to Pyrene | 
Truman, Young has joined the Py: | 
Tene Manufacturing Company, New- 
ark, N. J., as assistant advertising 
Manager. He was formerly adver- 


pence & Foamite Corp., Elmira, 
™ f 


Morgan Art Director 


George Morgan, Jr., has been ap- 
Pointed art director of Shipping 
Register, Underwriters Report and 
Pacific Sportsman, San Francisco pa-, 
Pers. 


Fish Account eta 


to Street & Finney 


The 40-Fathom Fish Co., division 
of the Bay State Fishing Co., Bos- 
ton, has re-appointed Street & Fin- 
ney, Inc., New York. 

A newspaper and radio campaign 
is planned for fall. 


Kansas Editor Drowns 


Maurice Emmons, editor of the 
Greeley County Republican, Tribune, 
Kan., drowned at that place August 
5 after aiding in the rescue of a 
family from flood waters. 


Meyers with Agency 
Lloyd Burton Meyers, veteran Los 
Angeles advertising man, has joined 
the Los Angeles office of Bowman, 
Deute, Cummings, Inc. 


Sales Group 
Organized by 
Distributors 


Cleveland, O., Aug. 10.—As the re- 
sult of the formation of the Adver- 
tising Distributors of America Sales 
Organization, national advertisers 
will henceforth be able to arrange 
for national or sectional distribution 
of samples or advertising material 
by dealing with a single representa- 
tive. , 

Heretofore, any company wishing 
to canvass several states had to ne- 
gotiate with as many distributors as 
there were trading areas. The new 
association is sponsored by the Ad- 


vertising Distributors of America. 
It is, however, a separate corpora- 
tion. 

One of the kinks in the plan which 
has been successfully ironed out is 
that of providing proper checking 
service to insure that advertisers get 
the service they contract for. These 
large operations will be policed as 
accurately as those heretofore con- 
ducted locally. 

John B. Barry has been named na- 
tional sales director of the new as- 
sociation. 


One for Corning 
Hanford Air Lines, Sioux City, 
have appointed Corning, Inc., St. 
Paul, as their agency. Newspapers 
and magazines will be used in a 
forthcoming campaign. 


Carnahan | Promoted 
to Eastern Office 


R. W. Carnahan, for the past year 
western advertising manager of 
Junior League Magazine, has been 
appointed advertising manager, with 
headquarters at the home office in 
New York. 

He was formerly with the Interna- 
tional Magazine Company and Har- 
per’s Bazaar, serving on both the 
eastern and western staffs of the 
latter. 


Rebineon Opens Office 


Irwin Robinson has opened the 
Public Relations Bureau at 489 Fifth 
Ave., New York, to handle publicity 
and promotion. Prior to publishing 
ventures of his own, he was con- 
nected with the Gage Publications 
and several dailies in New York. 


HER TRIPLE LIFE 


Is a woman in the mood for pleasure, relaxation, 
entertainment? It is a good time to tell her of your 
latest contribution to this side of her life. You will 
find her in the mood to listen when she is reading 


MCCALL’S FICTION and NEWS 
’ 


|e a three-cornered life that your 
wife and every other woman leads. 
And thenew McCall’s, three magazines in 
one, gives her the help she asks, not in a 
jumbled heap, but logically divided into 
three basic classifications. 

~ Does she seek escape into the world of 
fiction and romance? As she turns the 
first pages of McCall’s Magazine, she 
finds stories that echo her mood . . . news 
and reviews from the world about her, 
movies, adventure, stage, art, book re- 
views, topics of the hour. 

Then comes a second magazine, 
McCall’s Homemaking, bound with the 
first but in its own four-color cover. A 
wealth of ideas on household manage- 
ment, foods, hostess ideas, decoration. 
New recipes to try, new schemes for 


Whether it’s painting furniture, watching a baby’s 
diet, or devising new dinner surprises, the business of 
managing a'home is a separate mood. Take advantage 
of it and talk about related subjects on the pages of 


MCCALL’S HOMEMAKING 


decorating, ways to shrink the family 
budget, a practical, helpful guide for one 
who engineers a home. 

And after this a third magazine— 
McCall’s Style and Beauty . . . distin- 
guished by a cover of its own in four 
colors. Here she finds the rules of per- 
sonal beauty, how to care for the com- 
plexion, the hands, the figure. A manual 
of style — actual patterns of the latest 
styles in clothes, and how to wear them 
with distinction. 

This sorting of ideas offers the adver- 
tiser an uncommon advantage. A new 
cake flour can be offered at the opportune 
time when a woman’s mind is on recipes. 
A soap for the complexion finds greater 
favor when she is in the midst of specu- 
lations on a related subject. As in the 


Time out for the lady herself! Her wardrobe, her 
complexion, her hair, her figure. You will find her 
thinking of these things and ready to consider the 
help your product can give, when she is reading 


MCCALL’S STYLE and BEAUTY 


modern department store, like can now 
be grouped with like. 

In the new McCall’s there need be no 
fear that advertisers will say the right 
thing to the right woman at the wrong 
time, and dilute the force of their mes- 
sages. For by opportune placement of 
advertising, the new McCall’s offers its 
advertisers the advantage of readers in 
the mood to listen. McCall’s Magazine, 
230 Park Avenue, New York City. 


Dee New | 
M°CALL 
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STARTS CAMPAIGN! 


ON NEW PRODUCTS 


San Francisco, Aug. 10.— Delray 
Corporation, which recently an- 
nounced a new line of labels and 
several new food products in its line, 
will inaugurate advertising based on 
these items Aug. 14. The initial 
campaign will be confined to the San 
Francisco Bay district, using news- 
papers and radio, and will later be 
widened to include’ metropolitan 
newspapers up and down the Pacific 
coast. Plans call for eventual ex- 


tension of the advertising to a na- 
tional basis. 

To provide a background for the 
advertising campaign, intensive 
efforts have been directed to dis- 
tribution in the local area during 
recent weeks, using a specialty sales 
crew and a special method of con- 
sumer merchandising known as the 
“Neighborhood Plan.” These methods 
will later be made coastwide. 

Ten major products will be fea- 
tured in the current advertising, 
which is under the direction of the 
J. Walter Thompson Company, San 
Francisco: 

Italian meat balls, spaghetti sauce, 
chili con carne, split pea soup, mine- 
strone soup, mushroom sauce, chicken 
ravioli, Royal Italian Style Spaghetti, 
chicken noodle soup and the Spa- 


ghetti Dinner, a distinctive combina- 
tion package of spaghetti, mushroom 
sauce and cheese. 


Agency Raises 
Pay, Installs 
Five-Day Week 


| 

Detroit, Mich., Aug. 10.—Henry T. 
Ewald, president, Campbell - Ewald 
Company. today announced a 10 per 
cent pay increase “for employes in 
the lower salary brackets” and a five- 
day week for the entire organization. 
“Although our present wage scale 
is considerably above the minimum 


set in the President’s agreement,” 


Mr. Ewald said, “the increase for the 
lower salaried employes is being 
made in conformance with the spirit 
of the recovery programme. The five- 
day week will bring us well within 
the 40-hour minimum.” 

The new schedule will cover not 
only the main offices here, but 
branches in New York, Chicago, Los 
Angeles and San Francisco. 


Radio Paper Moves 


Broadcast Weekly, San Francisco 
publication, has moved from Pacific 
Building to 36 Powell St. 


Has Red Jacket Pumps 


Red Jacket Pump Co., Davenport, 
Ia., has appointed the L. W. Ramsey 
Co., of Davenport and Chicago. 


Why don’t you get your brand into the hospitals? 


You think it is the purest, finest, most appetizing, most 
nourishing product of its sort on the market. 
actly the sort of beer that ought to be served to patients, 
visitors and personnel in the hospitals. None other is good 


enough. 


There are a lot of people in the hospitals; enough to fur- 
nish a lot of business to the brand of beer that gets recog- 
nition in this field. Over Eight Million patients pass 
through hospital doors in the course of a year—and 700,- 
000 of them are nursing mothers. And there are a million 
resident personnel, most of whom like their beer. 

ical indorsement of good beer is pretty general, too. 


Add hospital indorsement, indicated by the appearance of 
bottles bearing your brand, and the effect on the general 
public through the millions passing through the hospitals 


A Suggestion 
To a Leading Brewer 


can readily be appreciated. 


In many States it has been ruled that hospitals are not sub- 
ject to the licensing requirements imposed on dealers, and 
this should become the general rule. Here is a market worth 
while for its own sake, and even more worthwhile in its 


sampling influence on the general public. 


We have some information on the subject that might interest 
you, gathered for use in our Food Department. 


Hospital Management 


537 S. Dearborn St., 


Chicago 


A. B.C.—A. B. P. 


330 West 42d St., 
New York 


That’s ex- 


. 


Med- 
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PUBLISHERS — 
MUST ADHERE 
TOCARD RATE 


(Continued from Page 1) 


magazine advertising contracts mug 
be revised to conform to new sche. 
ules as they become effective. 

It is also compulsory for all py). 
lishers signing the code to Change 
immediately contracts at less thay 
card rates, or to revise the schedule 
filed with the Institute and currey 
contracts with advertisers to accor 
with the lowest contract rate. 

As advertisers and publishers haye 
pointed out to ADVERTISING AGE dy. 
ing the week, the immediate anq 
continued effect of these regulations 
will be to work some hardship op 
advertisers and publishers. 

It appears, however, that the jp. 
convenience to advertisers will he 
more than offset by advantages, 
Space rates are now at bed rock an 
the code provides that they can he 
advanced from currént quotations 
only when publishing costs are ip. 
creased. In other words, if a pub- 
lisher attempts to advance rates sim. 
ply because the traffic will bear it, 
his contract advertisers, acting 
through the Institute, can promptly 
compel a halt. 


Had No Choice 


The committee which drafted the 
code was well aware of the difficul- 
ties which advertisers face when 
they cannot lay out an appropriation 
exactly for a year in advance. There 
was no choice, however, but to draw 
a code which agrees with the gen- 
eral rulings laid down for all indus- 
tries. It would not have been tem- 
porarily accepted, otherwise. 

When the code comes up for a 
hearing, both the producers and buy- 
ers of the medium will call attention 
to the peculiarities of the advertising 
business which make it advisable to 
guarantee space rates a year in ad- 
vance, and it is believed that relief 
will be granted. 

It was originally arranged to hold 
code hearings within twenty days 
from the date of filing, but the rush 
of work has made it impossible. No 
date has been set for a hearing on 
the publishers’ code and one may not 
be held for several months. 

The Periodical Publishers Insti- 
tute has elected the following di- 
rectors: 

Elect Directors 


General Magazines: S. R. Latshaw, 
Butterick -Publishing Co.; Lee W. 
Maxwell, Crowell Publishing Co.; 
William B. Warner, McCall Co.; Ar- 
thur S. Moore, International Maga- 
zine Co.; Roy E. Larsen, Time; F.L. 
Wurzburg, Conde Nast Publications; 
W. D. Fuller, Curtis Publishing Co.; 
John Hanrahan, The New Yorker; 
Guy L. Harrington, Macfadden Pub- 
lications. 

Agricultural Publications; John S. 
Pearson, Progressive Farmer; Clif: 
ford Gregory, Prairie Farmer; P. E. 
Ward, Farm Journal; Fred O. Bohen, 
Meredith Publishing Co., and Marco 
Morrow, Capper Publications. 

Business Papers: Aglar Cook, Top- 
ics Publishing Co.; Fred D. Porter, 
Porter, Bede, Langtry Corp.; J. H. 
McGraw, Jr., McGraw-Hill Publish- 
ing Co.; Fritz Frank, United Busi- 
ness Publishers; Henry Lee, Sim- 
mons-Boardman Publishing Co. 

Religious, Fraternal, Scientific, 
Educational and others: Dr. Paul S. 
Leinbach, Reformed Church Messen- 
ger; J. McKeen Cattell, Science 
Press; Charles S. Hart, Elks Maga- 
zine, and F. C. Beekley, Q. S. T. 

Mr. Latshaw has been elected 
chairman of the Institute. Mr. Me: 
Graw is vice-chairman, Mr. Larset, 
secretary, and Mr. Maxwell, treas- 
urer. 

The executive committee and ex: 
ecutive secretary will be named at a 
directors’ meeting next week. 


J. N. Edwards Dead 


James Nation Edwards, 76, who 
spent 57 years with the American 
News Company, for 39 manager of 
its subsidiary, New Orleans News 
Company, died in New Orleans this 
week. He retired four years ago. 
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RETAIL STORES 
PAUSE TROUBLE 
FOR DRUG, INC. 


Huge Holding Company to be 
Decentralized 


Wilmington, Del., Aug. 10.—In 
line with plans developed during the 
past several months, stockholders of 
Drug. Inc., approved this week a 
decentralization program whereby 
five new corporations will operate 
independently, as before the merger 
several years ago. 

The five companies will be organ- 
jzed under the laws of Delaware as 
Sterling Products, Inc., United Drug 
Corporation, Vick Chemical Com- 
pany, Bristol-Myers Corporation and 
Life Savers Corporation. 

A total of 2,547,922 shares were 
yoted in favor of the reorganization 
plan and none against it, more than 
70 per cent of the outstanding stock 
of Drug, Inc., being represented at 
the stockholders’ meeting held here. 

Directors of Drug, Ine., recom- 
mended the reorganization plan in 
June stating that working capital of 
the five separate operating compa- 
nies will be sufficient to enable each 
to carry on. 

The reorganization plan adopted 
provides that stockholders of Drug, 
Inc., will receive shares of the new 
corporations on a pro rata basis. For 
each ten shares of Drug, Inc., a 
stockholder will receive five shares 
of Sterling Products, four shares of 
United Drug, two shares of Vick 
Chemical, two shares of Bristol- 
Myers and one of Life Savers. 


Source of Trouble 


Behind the reorganization plan is 
a long history of mergers and ac- 
quisition of control in manufactur- 
ing and retail companies of the drug 
field. The immediate cause of the 
change apparently was the difficulty 
encountered by United Drug Com- 
pany in regard to rents, operating 
expense and overhead. 

Four of the five major divisions of 
Drug, Inc., have made consistently 
good earnings showings, the Sterling 
group last year reporting $10,000,- 
000; Vicks, somewhat under $3,000,- 
000; Bristol-Myers, estimated $2,- 
200,000; Life Savers, estimated at 
$850,000, while the United Drug loss 
last year was reported at $2,575,333. 

One of the latter’s subsidiaries, the 
Owl Drug Company, is expected back 
on an earnings basis in a few 
months, while another subsidiary, 
Liggett’s, appears to be on the road 
to ending its losses by the end of 
this year. : 

It was in the Liggett organization 
that Drug, Inc., officials found their 
Major problem. However, they 
Pointed out that many of the advan- 
tages of the merger were realized 
during the life of the holding com- 
Pany and that now the future looks 
bright for operation of smaller units 
in the drug field. 


History of Company 


Drug, Inc., is rated as one of the 
major holding companies of this 
country. It was organized under 
Delaware laws in March, 1928, ac- 
quiring the entire capital stock of 
Sterling and United Drug at that 
time. 

Life Savers was acquired in Janu- 
ary, 1929, and control of Bristol- 
Myers Company the following Sep- 
tember. Vicks Was purchased in 
June of the next year. 

Among the principal brands and 
trade-marked products of Drug, Inc., 
are Bayer’s Aspirin, Phillip’s Milk 
of Magnesia, California Syrup of 
Figs, Danderine, Pape’s Diapepsin, 
Pape’s Cold Compound, Castoria, Vi- 
talis, Diamond Dyes, Cascarets, Dod- 
son Livertone, Ipana Tooth Paste, 
Pine Bros. Glycerine Tablets, Sal 
Hepatica, Gastrogen, Ingraham’s 
Shaving Cream, Life Savers, Three- 
in-One Oil, Vick’s Vaporub, Vick’s 


Tablets, as well as products sold un- 
der the brands Puretest, Liggett and 
Rexall. 


A Heavy Advertiser 


In 1930, subsidiaries of Drug, Inc., 
were operating 656 stores through- 
out the United States, in addition to 
their manufacturing activities. 
Drug, Inc., has been one of the 
largest advertisers in the United 
States through its constituent com- 
panies. Despite the business de- 
pression of 1932, it spent close to 
$6,000,000 in newspapers and maga- 
zines alone. 

Some of the magazine expendi- 
tures were: Bayer Company, $150,- 
000; Bristol-Myers Company, $1,912,- 
000; Centaur Company, $170,000; 


Knowlton Danderine Company, $42,- 
000; Life Savers, Inc., $280,000; Mum 
Manufacturing Company, $168,000; 
Charles H. Phillips Chemical Com- 
pany, $180,000; Threein-One Oil 
Company, $134,000; Vick Chemical 
Company, $153,000. 


Newspaper Expenditures 
Among expenditures in newspa- 


pers were the following: Bayer 
Company, $700,000; Bristol - Myers 
Company, $500,000; Centaur Com- 


pany, $210,000; Charles H. Phillips 
Chemical Company, $225,000; Vick 
Chemical Company, $600,000. 

Drug, Inc., has enjoyed a tremen- 
dous export, as well as a domestic 
business, and is known as a vigorous 
advertiser in many parts of the 
world. 


Leases Omnibus Space 


Walter Frisch, president of City 
Transit Advertisers, Inc., New York, 
has closed a five-year lease on car 
card space with the East Side Omni- 
bus Corp., New York. 


Direct Mail Search 


Closes August 31 


Dr. Herbert Hess, of the Wharton 
School, University of Pennsylvania, 
and chairman of the 1933 Direct 
Mail Leaders Exhibit of the Direct 
Mail Advertising Association, has 
mailed an invitaion to several thou- 
sand advertisers to participate in 
the annual search for the fifty best 
sales campaigns. 

The contest, out of which will 
come the new Leaders Exhibit, will 


close August 31. Rules and entry 
blanks may be secured from the as- 
sociation’s offices at 13 West 23rd 
street, New York City, or from the 
research division in Barlum Tower 
Building, Detroit. 


J. J. Johnson Drowns 


James J. Johnson, classified ad- 
vertising manager, Marquette Min- 
ing Journal, Marquette, Mich., was 
drowned August 6 when he fell from 
a cruiser. He was 27 years old. 


Advertise Coast Brew 


Golden West Brewing Company, 
Oakland, has started a newspaper 
campaign for Golden Glow Beer. 
Emil Reinhardt, Oakland agent, is 
in charge. 


nomics department. 


Cough Drops, Vick’s Nose and Throat 


not long ago to name the feature they liked best among 
all those published by Chicago evening newspapers— 

Mrs. Mary Martensen, Home Economics Expert of the 
Chicago American, stood first on the list! 

Big names of the news columns, features, fiction and 
comics —all the heroes of the evening newspaper field in 
Chicago— bowed to the American’s famous food expert. 

: &- oR 

It isn’t unusual fora newspaper to have a home eco- 
It is unusual for that feature 
to find a reader interest greater than in any other. 

Helpful service, not commercial promotion, has made 
Mrs. Martensen’s department strikingly successful. Evi- 
dence: 80,000 individual requests for help in the last year! 

If all that means anything it must mean this: Chicago 


a ‘200.000.000 table 


V V HEN Chicago women were asked (706 interviews) 


American housewives, to an unusual degree, are inter- 
ested in preparing and serving good food. 
* * * * 
We submit to sellers of food not only this favorable 
attitude of mind, but a substantial physical appetite. 
Chicago American families—well over 400,000 of them 
—represent a $200,000,000 market for food products alone. 
(The average Chicago family spends $500 a year for food.) 
* * & 
There is only one way to develop fully this enormous 
market for food in Chicago: Use the Chicago American 


intelligently and consistently. 


For the American not only reaches the largest evening 
newspaper group of food buyers in Chicago— 

It reaches them most economically with the largest 
unduplicated evening newspaper circulation in Chicago. 


a good newspaper » 


CHICAGO AMERICAN 


National Representatives: 
Rodney E. Boone Organization 


wt A MIGHTY MARKET FOR MERCHANDISE 
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Weil with Thompson 


Richard Weil has joined J. Walter 
Thompson Co., San Francisco, as as- 
sistant radio production manager. 


Vote on Cigarette Tax 

Oklahoma will hold a referendum 
election August 15 on the proposed 
three-cent cigarette tax. 


Church to KMOX 


Kenneth W. Church, late of the 
St. Louis Globe-Democrat, has joined 
Station KMOX, St. Louis. 


49 WAYS= 


to make more money 
from your advertising 


A 20 page booklet gives you facts you should 
now about direct mail—how you can use 
t to bring you traceable returns from all 

your advertising. A checking chart helps you 
to select the forms that will get the most 
out of every advertising dollar you spend. 

Send 10c to pay mailing cost, and this val- 
uable, 20 page booklet will be mailed you 

‘at once. 


DIRECT MAIL ADVERTISING 
ASSOCIATION, Inc. 


13 West 23rd Street New York City 


OUTDOOR ADVERTISING IN BITTER TEXAS FIGHT 


Dental Paper Appoints 


Pacific Dental Gazette-Journal, San 
Francisco, has appointed Dougan & 
Bolle Chicago representatives, with 


en 


cS 


. ~. 


|—W. Frank McClure, of Carroll Dean Murphy, Inc., has been president of 


your daily newspaper. 


tion every week ! 


Don’t Borrow—Read Your Own 
Copy of Advertising Age! 
Advertising Age costs no more per copy than 


Enter a personal subscription for yourself and 
be sure of having up-to-date advertising informa- 


ADVERTISING AGE, 


537 S. Dearborn St., 
Chicago. 


Name ... 
SE vsie6edeenes a of 
, Meiceveeasepen es 


i Setehcteusctanesneees 


$1 a Year ..52 Issues 


USE THE COUPON 


me eae ee eee 


You may enter my subscription for one year. 
$1 (check, currency, or money order). 


I enclose 


seeeeeee 


Getting Personal 


Fontaine Fox, whose Westinghouse fan cartoons have gone over so 
well this year, started drawing professionally while a student at the 
University of Indiana. Lee Bristol’s pet hobby is his garden at 
Westfield, N. J. Dorothy Lamb, who interprets the feminine view- 
point for Hazard, lives alone in a houseboat off New Rochelle. She’s 
easy to look at. Professor Jim Young, of the University of Chi- 
cago, spends his vacations at his ranch in New Mexico. Pena Blanca is 
the postoffice address, in case you're interested. Art Kudner, who 
flies as much as anybody, never touches the controls. Barney Mul- 
laney, of People’s Gas, covered the Chicago world’s fair in 1893 as a 
newspaper reporter. Bill Rickard prefers long motor tours to any 
other form of vacation. The father of Harry Neal Baum, promo- 
tion manager of MacRae’s Blue Book, wrote “The Wizard of Oz.” 
Jack Aspley, head of the Dartnell Corporation, likes to plow the waters 
of the Great Lakes in his cabin cruiser. Sidney Dean, of JWT's 
New York staff, played around with basket ball and rowing at Yale. 


the Wilmette Sunday Evening Club since Hek was a pup. No won- 
der Roy Youmans was able to stage that airplane rescue reported in 
ADVERTISING AGE a few weeks ago. He was a barnstormer and stunt 
flier after his air service in the war. . . Wheeler Sammons, directing 
head of the new Drug Institute, used to publish A. W. Shaw’s System. 
A. W. Shaw (Archie to Herbert Hoover) spends most of his 
time looking after his real estate interests. George M. Burbach, 
of the St. Louis Post-Dispatch, can usually be found at the Edgewater 
Beach Hotel in Chicago on his vacations. A. D. Lasker has a pri- 
vate golf course on his North Shore estate. Have you played it? 
George C. Lucas, National Publishers’ Association, was an expert in the 
Post Office Department before he hired out to the publishers. Ar- 
thur Capper, Kansas publisher and statesman, was born on the French 
Fourth of July—July 14, to be exact. Roy Dickinson, of Printers’ 
Ink, is the same age as his paper—born in 1888. Ray Deen, of 
American Machinist, ran away with the Chicago Tribune's golf school 
tournament a few weeks ago. Agnes Beck, secretary of the 
Newspaper Representatives’ Association of Chicago, knows more and 
talks less than any other advertising woman in the country. Kel- 
logg M. Patterson, Cincinnati Times-Star, owns an autographed photo- 
graph of Gen. John J. Pershing. inscribed, “To my friend, Captain K. M. 
Patterson.” Malcolm A. Jennings, of Hays McFarland, has joined 
the ranks of the newlyweds. Vic Hayden, of the Agricultural Pub- 
lishers’ Association, is fond of Biblical allusions. . . Claude McKelvie, 
of Nebraska Farmer, has returned to his first love. Yes, he’s a farmer. 
Stewart Mims, who recently resigned as vice-president of JWT, is 
now leisurely touring Europe with his two daughters. He must have 
meant it when he said he wanted a vacation. Don Praether, Conde 
Nast color expert, and Nell Garling, a somebody at Marinello’s, are 
honeymooning. Ed Kobak’s favorite literature is newspaper clas- 
sified. Col. George D. Gaw, famous Chicago greeter and advertis- 
ing man, was once a star in “Little Johnnie Jones.” . . E. J. Baker, 
of Farm Implement News, studies astronomy for fun. O. C. Harn, 
of the A. B. C., makes the wittiest introductions of any advertising toast- 
master. . . Cleaveland A. Chandler, of Boston Financial News, is now 
convalescing at his home, 17 Ashford street, Allston. Mrs. Her- 
bert Stoetzel, attractive wife of Republic Flow Meter’s a. m., sings pru 
fessionally in Chicago. Felix Lowy, now of Holeproof Hosiery, 
goes in for flowers in a large way. You ought to see his conservatory 
Paul I. Aldrich, of The National Provisioner, used to be advance 
man for a theatrical troupe. Granville Toogood, Ayer copywriter, 
will see his third novel published before the end of the year. 
Margaret Fishback, advertising poet (or poetical advertising woman), 
was the guest of honor last week at the Book Center’s luncheon in 
New York. Fred Gamble, 4 A’s secretary, was a Rhodes scholar. 


Carroll Merritt, of. Scribner’s, is the youngest-looking grandfather 
in all New Jersey. 


TEXAS DRYS TO 
FIGHT BEER VIA 
MEXICAN RADI 


No Square Deal in U.S., Th 
Complain 


San Antonio, Texas, Aug. 10~ 
Charging that neither daily preg 
nor radio has given prohibition , 
“square deal,” dry forces hay 
bought time on a Mexican station, 
over which it hopes to convert er. 
ing brethren on the Texas side. 


This is the latest development jy 
the wetdry hostilities which ar 
fiaring fiercely in this State as the 
date for the public to register its 
mind at the polls draws near. 

Meanwhile, the Sunset Advertis. 
ing System of this city, has rushej 
to the succor of the wets by dis 
playing 500 posters throughout the 
state. Sunset is donating plant fa 
cilities, 
graphing Co., San Francisco, did the 
mechanical work without charge. 

Dry forces are headed by W. D. 
Bradfield, president of Southern 
Methodist University, of Dallas. Dr, 
Bradfield sent a notice of the new 
plan of action to every minister in 
Texas. It said in part: 

“Prohibition forces of Texas have 
closed a contract with the 100,000 
watt radio station XEPN, at Eagle 
Pass, known as ‘The Voice of Amer- 
ica.’ 

“A prominent speaker will be on 
the air at 9:30 every night, starting 
August 14. Dr. W. R. White, execu- 
tive secretary of the prohibition 
forces, will speak the first two 
nights. Other probable speakers will 
be former Governors Pat M. Neff and 
Dan Moody, Senator Thomas B, 
Love, Dr. J. Frank Norris and Dr. 
Walter Anthony. 

“They have leased this station ata 
contract price of $4,375 and with the 
hope that friends of prohibition will 
send in contributions to make it pos 
sible to carry the fight, not only to 
every nook and corner of Texas, but 
to the whole of the American con 
tinent. This station is heard from 
Maine to California, from Washing: 
ton to Florida, from ocean to ocean, 
from pole to pole. 

“The prohibition forces have not 
been given a square deal in the daily 
press and radio. Therefore special 
permission has been secured from 
the Mexican government to give the 
message of prohibition out over this 
huge super power station which is 
located just across the Rio Grande 
River from Eagle Pass. 

“There will be no restrictions and 
the -facts can be given uncondition- 
ally, and the false propaganda of the 
wets will be answered straight from 
the shoulder. Prohibitionists have 
suffered from the lack of an avenue, 
a voice to reach the masses with the 
facts. 


“Therefore, let every loyal prohi- © 


bitionist make full announcement to 
his neighbors, telephone the news, 
every pastor announce in the pulpit 
next Sunday that the most stupen- 
dous campaign ever undertaken by 
prohibitionists begins August 14. 

“Just remember this is costing 4 
tremendous amount of money. Not 
only pray, but send in contributions 
to the headquarters of the United 
Forces of Prohibition, Fidelity Build 
ing, Dallas, Texas.” 


Famous Printer Dies 
William R. Goodheart, Sr., famous 
Chicago printer who was once presi- 
dent of the International Associa- 


DIRECT TO 
THE HOME 


tion of Printing House Craftsmen, 
died in New York August 7. Before 
he retired he served the Manz Cor- 
poration and other Chicago concerns. 


John S. Neal Weds 


John S. Neal, advertising manager 
of the Evening World, Bloomington, 
Ind., was married at Nashville, Ind., 
his bride being Miss Margaret Louise 
Allison. 


into the hands of consumers. 


Increase Your Sales in Chicago 


Many national advertisers are enjoying a large increase in sales in the 
Chicago territory now. A general pick-up in business is again bringing money 


Sample Chicago now through one of the most efficient direct-to-the-home 
organizations in America. 


BIG « 


ADVERTISING CARRIERS 
_ 20 EAST 8" ST. CHICAGO 
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Op coxts sless-yet Thousands 
prefer it to mayonnaise! 


August 12, 1933 
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if you don't agree 


(see oetans stiow) 


RHAPS you won't agree with The time-honored inaredients of 
them. But we think you will! true mayonnaise and true old-lash- 
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SPEAKING OF “SALAD DRESSINGS” 


‘You Don’t Pay 
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Ces aaa 


For Water 
. . when you buy > 
ij 


Pa 0S Sees 


t's @ foct— so-called 
“shlad dressings” contain 30% 
te 40% water. So naturally 
they sell for 15 less than a fine 


they do (% less than a true mayonnaise 
like Hellmann's). 


There's no substitute for it 
If you can possibly afford it, buy Hell- 


HELLMANN’S 


MAYONNAISE 


ee ee 


These two newspaper advertisements, appearing in close juxtaposition 

in some instances, represent the introduction of Miracle Whip, new 

salad dressing by Kraft-Phenix Cheese Co., Chicago, and vigorous 
retort by Hellmann's Mayonnaise. 


Gamble Transferred 
by Scripps-Howard 


Lynn Gamble, formerly Pacific 
Coast manager, has been transferred 
to the New York office of the Scripps- 
= national advertising depart- 

ent. 

Allen Stanley succeeds him at San 
Francisco and is in turn succeeded 
a Los Angeles manager by W. H. 
rem formerly with M. C. Mogensen 

0. 


New Brochure Tests 
Kimberly-Clark Sheet 


Kimberly-Clark Corporation, Nee- 
tah, Wis., and Chicago, has issued 
a brochure, “The Printability of Cer- 
tain Papers—And Why.” 

The plates used were selected re- 
Sardless of what type of paper they 
Were originally etched for, or where 
they appeared. 
| 


Fisher Body Appoints 


Fisher Body Corp., Detroit, has 
appointed Erwin, Wasey & Co., New 
York, effective at once. 


“Flying Aces” Makes 
Important Changes 


With its November issue, out Sept. 
25, Flying Aces, New York, will 
change from pulp to smooth paper 
and increase its size from 7x10 to 
the flat classification, 8% x 11%. 

A. B. Grant, advertising manager, 
said the magazine has applied for 
membership in the A. B. C. 


Dubuque Newspaper 
Has Anniversary 


The Telegraph-Herald and Times- 
Journal, Dubuque, Ia., issued a 100th 
anniversary number August 6, con- 
taining 56 pages. 

The special edition allowed many 
merchants who have served Dubuque 
for many years .to emphasize this 
fact in their advertising. 


Philco’s Coast Agent 


Phileco Radio & Television Com- 
pany has named James Houlihan, 
Inc., San Francisco, and Western 


Agency, Inc., Seattle, to handle its 


Trade - Mark 
Battle Stirs 
Whisky City 


Louisville, Ky. Aug. 10.—The 
strong possibility that whisky will 
become a legal beverage in the not 
distant future has renewed interest 
in famous brands of olden days and 
the charge of pirating has been made 
by many owners of such brands. 

One group at Lexington, Ky., has 
incorporated 31 distillery companies, 
each with a, capital of $100, and all 


Amos 'n Andy 
Betty Moore 


Phil Baker 

Ben Bernie 

Buick Parade 

Chase & Sanborn 
Corn Cob Pipe Club 
Clara, Lu & Em 
Evening in Paris 

Fred Waring 

Floyd Gibbons 

First Nighter 

Grace Moore 

Hot from Hollywood 


Kate Smith 

Leon Belasco 
Maxwell House 
Pontiac Minstrels 
Pedro De Cordoba 
Pabst-Ett Cheese 
Philip Morris Presents 
Paul Whiteman 

Rudy Vallee 


Robert Burns 
Singing Sam 
Snow Queens 
Texaco Fire Chief 


Wayne King 
Yeast Foamers 


coast advertising. 


| releases by Twin City sta- 
tions for the week of August 7, 1933, list 
33 network commercial programs, as follows: 


American Album of Familiar Music 


Hudson Essex Dance Program 


Radio Household Institute 


Victor interviews Col. 


ogeg-—2 OUI OF = 
EXCLUSIVELY K STP 


PROGRAM POPULARITY 


INSURES 


AUDIENCE PREFERENCE 


containing in their corporate titles | Ralph Battison Dies 


the name of a famous Kentucky 
whisky brand, it is charged. It is 
further alleged that this organiza- 
tion has no intention of manufactur- 
ing whisky, but intends to deal in 
trade-marks. 

One local distillery house charged 
that six of its brands were incorpo 
rated in the names of the companies 
formed by the Lexington group. It 
has taken steps to protect itself by 
applying for an injunction. 


Names Sumner Agency 

Green Point Savings Bank, Brook- 
lyn, has appointed the G. Lynn Sum- 
ner Co., New York. 


in Motor Accident 


Ralph Battison, for many years an 
account executive in the San Fran- 
cisco offices of McCann-Erickson, 
Inc., was killed August 3 in an auto- 
mobile accident near Millbrae, Calif. 

Mr. Battison was only 31 years 
old. 


Stevenson to Agency 


Hugh Stevenson has resigned as 
advertising manager of Fawcett Pub- 
lications, Inc., Minneapolis, to be- 
come account executive with the 
Hutchinson Advertising Co., of that 
city. 


2 OUT oF 3 


NATIONAL ADVERTISERS 


IN THE NORTHWEST 


Howe 


USE 


ONLY 


KSTP 


IN THE 


IMPORTANT 


"U.S. RETAIL 


EXECUTIVE OFFICE 
HOTEL ST. PAUL 
St. Paul, Minnesota 
CEdar 4400 


CHICAGO OFFICE 
FREE & SLEININGER, INC. 
180 N. Michigan Avenue 
FRAnklin 6373 


NEW YORK OFFICE 
PAUL H. RAYMER 
205 East 42nd Street 
MUrray-Hill 4-0658 
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Hoffman and York, 


Milwaukee Agency 


Harry G. Hoffman and Wilford 
York, formerly in the Milwaukee 
office of Needham, Louis & Brorby, 
Chicago, have formed a new agency, 
Hoffman and York. 

The Chi © agency recently dis- 
continued its Milwaukee branch. 


Take a leaf out of 
the book of drug 
advertising. It 
makes good—for 
one thing, be- 
cause it makes 
good use of the 
dealer's window. 


& 
EINSON-FREEMAN CO., INC. 


LITHOGRAPHERS 


Spectahsing 


NY 
need this! 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 
Telephone Calumet 7200 


ee ee, Qe, 
'VE FOUND 
~\ THE BEST 
HOTEL VALUE 
LI NEW YORK 
vy CITY 


Just think... a mod- 
ern, new hotel, in the 
heart of New York— 
200 feet from Broad- 
way on 45th Street. 
A room and bath for one, 
$2.50; for two, $3.50. 


It's the 


PICCADILLY 


45th STREET and BROADWAY @ NEW YORK 
William Madlung, Mng. Dir. 


SUMMERTIME 
IN NEW YORK 


At this skyscraper hotel 
in the social centre over- 


ing Central Park, 
you will find pleasant 
days ... cool restful 


nights. 
$3aDay - $17 a Week 
and up for single room, 


private bath, radio. For 
uble room, $5 a . 
$25 a week. All rates 
inclu . e Cont! 1 
Breakfas - 
Write for Booklet AA Guest Roof Deck. 


guacseeiirie 


CENTRAL PARK SOUTH. N. Y. 


PUBLISHER OF 
PRINTERS’ INK 
DIES SUDDENLY 


(Continued from Page 1) 


standards of all advertising publica- 
tions. 


In 1911 Mr. Romer developed 
Printers’ Ink model statute penaliz- 
ing fraudulent advertising. The 


statute was drawn by Harry D. 
Nims, well-known attorney and au- 
thority on unfair competition, and 
was adopted in twenty-five states. At 
the recent special session of Con- 
gress it was introduced in the Sen- 
ate by Senator Capper, of Kansas. 

Largely as the result of his efforts 
the Advertising Federation of Amer- 
ica, then known as the Associated 
Advertising Clubs of the World, 
launched a movement for “truth in 
advertising,” and the establishment 
of the National Vigilance Committee 
and better business bureaus fol- 
lowed. 

Mr. Romer’s fine contributions to 
advertising were generally appreci- 
ated, but were not recognized through 
the Harvard Awards for distin- 
guished service to advertising, an 
omission which some of his friends 
resented. However, Mr. Romer him- 
self was of a modest and retiring na- 
ture and probably preferred to re- 
main out of the limelight. 

A number of years ago he was the 
guest of honor at a dinner given by 
the New York Advertising Club. Nu- 
merous tributes to his ability and 
service were presented, but when the 
time came for him to respond, he 
asked his associate, Mr. Lawrence, to 
read his address in his stead. 


Attended Few Meetings 


He seldom attended advertising 
meetings, and comparatively few ad- 
vertising executives were personally 
acquainted with him. On the other 
hand, he had close friends among 
many of the leaders of advertising, 
especially among the older men. The 
late Cyrus H. K. Curtis was a per- 


ROMER AT 45 __ 


This stearegh of the New York 
publisher was taken in 1914. 


sonal friend 
Romer. 

One of the notable contributions of 
the Printers’ Ink publisher was in 
training men who later became im- 
portant in the advertising publishing 
field. Frederick C. Kendall, editor of 
Advertising & Selling, was editor of 
Printers’ Ink. John C. Aspley, 
founder of Sales Management and 
now publisher of Printed Salesman- 
ship, got his start as a member of 
the Printers’ Ink editorial staff and 
later as its western advertising man- 


and admirer of Mr. 


ager. 
Mr. Romer was a generous em- 
ployer. One of the little known inci- 


dents in his career was the payment 
of full salary to an incapacitated em- 
ploye for five years after he was un- 
able to carry on his duties. His 
charities were numerous. 


Name Cowan & Dengler 


Cowan & Dengler, Inc., New York, 
has been appointed by the Crazy 
Water Co., Mineral Wells, Texas, for 
Crazy Water Crystals. A national 
radio campaign is under way. 


AUGUST ADVERTISING IN MAGAZINES 


Standard 1932 1933 
Atlantic Monthly ..... 4,064 2,284 
Current History ..... 1,785 882 
Re cche ke whe eave 3,133 2,518 
Golden Book ......... 2,107 2,212 
ee ad in iw tok 7,835 5,643 
Review of Reviews... 7,082 3,866 
UNE Wis cess ciacs 4,358 3,146 

Tetal Group ....... 30,364 20,551 
General 
pe ee ree ee eee 14,066 13,931 
American Boy ....... 3,944 2,781 
American Girl ....... 2,219 1,440 
American Golfer ..... 7,708 7,786 
American Home ..... 9,142 3,580 
Arts & Decoration.... 6,059 5,950 
Better Homes & Gar- 

BOM: bsthaae es a864 95 7,818 9,017 
CO RO Sere 7,139 5,614 
>) rare 2,160 2,587 
Cruristian Terai ....0 svssss 6,048 
SOOSIOMS FLUO 2 nce see nse 3,644 
Cosmopolitan ........ 18,951 17,728 
Coenmtty TATe ...escss 19,257 11,473 
PE sesehesweeees 15,800 24,964 
Golf Tilustrated ..... secsees 12,096 
Home & Field........ 4,149 3,475 
House & Garden...... 12,037 9,527 
House Beautiful ..... 6,620 4,513 
eee ee ee eee ee 5,210 3,990 
IR hc baie S40 98.4% 5,801 5,957 
Modern Mechanic .... 9,139 4,738 
Motion Picture ...... 11,038 13,152 
BMOVie CiMSSic ....625 cess 12,895 
National Geographic.. 3,255 4,130 
Nation’s Business .... 9,861 11,209 
oD * erer rere rr 3,683 4,684 
Se eee 11,058 10,501 
Physical Culture 10,251 6,711 
DE SP ieaeebenees abe A enege 10,042 
Popular Mechanics.... 10,024 8,415 
Popular Science ..... 4,650 6,787 
eS ee ee ee 12,746 11,584 
eee 1,307 2,129 
Scientific American... 2,793 3,460 
DUOREEINE pop esecdes 62: cbe0 7,245 
EUS MORRO oicccccas se vaae 6,665 
MOOTURIMMER 6 o.0.00 00800 8,941 10,45} 
| Nee eee eee 4,094 2,269 
True Confessions.... ...... 7,487 
True Detective Mys- 

Er et Came eT Te 1,537 
True Romances ..... .....-. 3,625 
TORY FEW vacess.cces 9,412 8,410 

Total Groep. ..65.<. 260,332 314,227 
Women’s 
eS 17,231 16,167 
Farmer’s Wife ....... 7,762 5,327 
Good Housekeeping... 27,423 22,827 
Harpers’s Bazaar .... 21,711 20,652 


1932 1933 
er ee ae 10,420 5,176 
| rr 8,268 6,636 
Ladies’ Home Journal. 25,714 24,884 
) eee eee ee 28,106 27,916 
PROORIOCPALE og ois since e's 3,879 3,755 
Parents’ Magazine.... 7,714 8,875 
Pictorial Review ..... 12,329 11,594 
Tower Magaszines.... ...... 8,478 
wee THOTT 4xk0<e ccs 17,331 12,267 
Ce a 28,952 26,715 
Woman’s Home Com- 

SOO fossaceecbas 26,283 25,97 

Woman’s World...... 5,833 2308 


Total Group 
Outdoor 


Field & Stream 
Fur-Fish-Game 
Hunter-Trader- 


7,077 
5,238 5,056 


wy” eee eee 3,448 3,763 
Hunting & Fishing... 3,978 3,620 
National Sportsman .. 6,137 5,278 
COUtEOOP EATS 6s cccicce 4,924 5,267 


Sports Afield 6,623 5,951 


Total GFOUD 665.65 37,425 35,634 
Mail Order 
a eee 3,344 3,383 
Gentlewoman ........ 3,890 2,174 
a, es ee ee 10,172 20,249 
Heome Circle .....0006 1,485 1,192 
Home Friend ........ 2,078 904 
Illustrated Mechanics. 1,687 794 
be oS re 5,016 2,649 
Sovereign Visitor 622 836 

TOtal GEOG. «..665% 28,294 32,181 


*July Figures, 
Weeklies and *Semi-Monthlies 


American Weekly . 63,666 45,975 
Business Week ...... 14,517 15,899 
EOE: £6 cs. bees ew sate 47,487 56,247 
PP <Sciok cs sie exee 6,101 8,812 
eee ree 20,909 17,307 
Literary Digest....... 20,042 19,320 
Pee TDOPMOP sourccdee 39,385 44,843 
Saturday Evening Post 94,691 105,288 
yl Sere er reer ee 32,030 61,353 
*Town & Country.... 19,736 17,467 

Total Group ...scvs 358,564 392,511 
—National Advertising Records, Published 


by the Advertising Record Company, Inc. 
Other Magazines 


Extension Magazine... 5,640 6,038 
BRON WOOE 5. cccescccs 5,330 4,451 
Screen Book ......... 5,889 5,192 
Moreen Piae vss cs soe 5,477 4,774 
True Confessions .... 5,428 3,132 


| Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


DIRECT MAIL 

DIRECT MAIL DEALERS—Ad- 
vertisers—Get this new publication 
—the Mail Order Journal—published 
for direct mail dealers, advertisers, 
etc. Low advertising rate—5000 cir- 
culation. Sample copy, 15c. Year’s 
subscription at special rate of $1.00. 
Good only 90 days. Subscribe NOW! 
Advertising rate card on request. 
Write! The Mail Order Journal. 
Box 15, Hays, North Carolina. 8-13 


BUSINESS OPPORTUNITIES 

~ ADVERTISING AGENCY, small 
but well-rated, offers excellent part- 
nership opportunity to a_ well- 
rounded advertising man, under 40, 
who can finance self for 60 days. 
References exchanged. Box 377, Ap- 
VERTISING AGE, : oe 


POSITIONS WANTED 


YOUNG MAN, 21, with merchandis- 
ing and sales experience and Adcraft 
School Degree, wishes position in 
agency that can be held by hard 
work and liberal exchange of ideas. 
Salary secondary. Have journalistic 
ability, sense of humor, and 1932 
Ford. At present employed in De- 
troit but can come to you. James 
Marks, 2923 Second Blvd., Detroit, 
Mich. 

PROVE ME NOW—“You have 
every right to feel elated about the 
good work you have done. You have 
proven your adaptability without 
question.” Excellent copy, striking 
layouts. 15 years practical experi- 
ence, newspapers, printing. Oppor- 
tunity first consideration. Box 376, 
ADVERTISING AGE, Chicago. 


“ADVERTISING MANAGER, f 


for- 
mer director of advertising for in- 
ternationally-known industrial con- 
cern; agency experienced, with thor- 
ough knowledge of media, markets, 
planning and execution. Have han- 
dled merchandising-advertising cam- 
paigns from $50,000 to $300,000. 
Seeks similar position with manufac- 
turer of general commercial item or 
industrial product. Under 35, mar- 
ried, now residing in New York. 
Modest salary requirements. Box 
378, ADVERTISING AGE, New York. 

ADVERTISING AND SALES 
PROMOTION executive; broad ex- 
perience manufacture, retail chain 
and agency fields; employed through- 
out depression, now available because 
of reorganization. Box 380, ADVER- 
TISING AGE, New York. 


Technique of 
Beer Handling 
Told by Prima 


Chicago, Aug. 10.—Realizing that 
many potential beer-drinkers of to- 
day were children when the prohibi- 
tion wave swept the United States 
and that their opinion of beer may 
be based on a poor brew or a good 
beverage poorly handled, the Prima 
Company has issued a booklet on 
“Beerology.” It will be given wide 
distribution through advertising. 

The booklet was published in the 
words of F. P. Wagener, of the 
Green, Fulton, Cunningham Com- 
pany, handling the Prima account, 
“so that beer drinkers may discuss 
beer like veterans, serve it like ar- 
tists and drink it with complete en- 
joyment.” 

“Good beer,” says the booklet gen- 
erously, “is uniformly good when 
brewed; these suggestions will make 
it uniformly good when served.” 

The booklet gives detailed instruc- 
tions on the care and serving of beer. 
It explains that bottled beer should 
be kept in a dark, cool place, and 
should never be allowed to get too 
cold. Other advice may be new even 
to some veterans: 

“When pouring beer, tilt the glass 


ee 


First in 
PUBLIC 
WORKS 


News and Influence 
Every month—RECORD 


advertisers are assured of 
most accurate coverage of 
the officials, engineers and 
architects who control al] 
— WORKS BUILD. 


Every month — Competent 
Executives and Reporters 
located in Washington as. 
sure RECORD Readers of 
vital and interesting facts, 


Send for “Recovery,” 


_ a folder 
that will interest you, 


| ‘ARCHITECTURAL 


F. W. Dodge Corporation 
119 West 40th St., New York 


Account Executive 


—who realizes the advan- 
tages of tying-up witha 
small, recognized Agency 


To a ltive-wire who controls accounts, we 
offer an opportunity with a growing seven 
year old Chicago agency of excellent repu- 
tation—small enough to appreciate your 
business; yet large enough to capably serve 
your interests. We are not concerned so 
much with the present size of your billing 
as we are in your ability and sincerity. 
You must be willing to forsake a drawing 
account until you have proven yourself, 
Write fully and in confidence. Our organi- 
zation is aware of this advertisement. Box 
379, Advertising Age, Chicago. 


Twelve out of 17 
new advertisers 
booked since July 
1, 1933 are exelu- 
sive in STEEL for 
the steel, iron and 
metal working in- 
dustry! 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 


SADLL224442° 


at an angle of 45 degrees and hold 
the bottle about 1% inches from the 
glass while pouring. Tall glasses are 
recommended.” 
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— When I make my plans 
to leave for somewhere 
at 7 o'clock, I hate to 

wait around till 8:15 before the last member of the 
party is ready. It wastes my time, spoils my dispo- 
sition and makes me late at the other end. That’s 
why I like to take the train—it starts on schedule 
and arrives on time. 

I hate to sit cramped for hours, accommodating my 
legs and feet to extra luggage on the floor. I like to 
sit comfortably stretched out when I travel—and so 
I take the train. 

I don’t like to dodge around those giant inter-city 
trucks. They frighten me. They look dangerous. They 
make good drivers nervous. They make strong men 
to swear and lovely ladies to scream. It’s almost as 
bad to be scared half to death as it is to be killed. 
Talk about road hogs—those inter-city trucks are 
worse than hogs—they’re insolent, roaring, swash- 
buckling bullies ....They’re so big they’ll mess with 
any ordinary conveyance—but they never bother me 
when I ride on the train. 

I don’t like these drivers that are always looking for 
a road race. A race is all right at Indianapolis or 
Daytona Beach, but it’s no good on Trunk Highway 
13. Of course, every so often one of these speed boys 
races a train to the crossing, and I always feel sorry 
for the poor saps that were riding with him. They’d 
be much better off riding on the train. 

I like to read as I travel. 

I like to sleep at night stretched out horizontally. 


I like to take my clothes off when I go to bed. 

I have slept on the ground many a time—but when 
I’m traveling to arrive somewhere—on a business 
trip or the start of a vacation—I like to get sleep 
that leaves me rested. 

I like to wash my face and hands at intervals, and 
it may be a foolish notion, but I like to dry them on 
a clean towel. On a private towel. 

That’s why I take the train. 

I like a drink of water when I’m thirsty. I may not 
care about it when someone else is thirsty, or when 
we come to a drinking place on regular schedule, 
but when I myself am thirsty. And I can have it 
on the train. 

I like to eat when J myself am hungry. They let me 
do that on the train. 

I have never been able to schedule a business trip 
according to weather. Very often I am obliged to 
travel when it is bitter cold, or in the midst of heavy 
rain, snow or fogs. The train takes me through on 
schedule—rain or shine, hot or cold, day or night, 
summer or winter, low ceiling or high. It’s the 
dependable factor in travel. 

Worst of all, I hate watchful waiting for the last 
twenty miles before the next rest stop. I know that 
everyone else is watchfully waiting, too. The air 
becomes tense. The situation nerve-racking. Friend- 
ship ceases—fer when a lot of people want to go out 
at the same time, and there’s only one door to go 
out through, and only one door to go in through, 
and only one or two you-knows when you get to the 
place—then, I say, friendship ceases and strife begins. 
Every man for himself, and devil (or cramps) take 
the hindmost. 

Nosir, I much prefer to go when 
I have to go. That’s another 
reason why I take the train. 


: 


* * 


SPONSORED 


* * ay 


In one of the great advertising campaigns of modern times, the advertiser saw no 
copy untilit appeared in print. This advertiser said: “The advertising is your job 
(the agency’s), just as law work is the attorneys’ job.” And he got outstanding 
results... . But most advertisers exercise their right to “go over the copy.” For 
that reason no conservative railway would dare to publish over its own name such 
an advertisement as the above—although the copy says what every railroad man 
thinks. It was written for “Free Speech by Copywriters” by 
WALLACE MEYER, 
Vice-President, Reincke-Ellis- Younggreen & Finn, Chicago 


Collins, Miller and 
Hutchings, inc. 


AN ENGRAVING HOUSE THAT 
.LIKES TO DO BUSINESS WITH 
ADVERTISING MEN 


717 South Wells Street 
aC HECAGO 
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MAKES A CHANGE 


PHOTOGRAPHIC REVIEW [arr 
OF THE WEEK 


HAT BOX 


CANNY SCOTS ARE EMPLOYED TO STRESS ECONOMY THEME 


Actually, though, it contains g | 
ters made by Everett & Ba 
Co., Providence. 


Merton V. Wieland, who has 
joined J. Walter Thompson Com- 
pany, Chicago. 


BARENE GOES AFTER BIG MARKET 


—a 


el 


OILETTE REQUISITE 


THE NEW T 
=a ee 


STRAIGHTS. 


PONTIAC 


Shell Petroleum Corporation and Pontiac Motor C ompany appeared with these Scotch posters almost 
simultaneously, but have signed affidavits that there was no collusion. 


(Right) Barium Products, 
Ltd., San Francisco, has de- 
veloped this counter displa 
for its new product, which 
removes nicotine stains from 
milady's fingers 


RAISE NRA FLAG AT MONARCH PLANT 


MISS IPANA VISITS MIDGET VILLAGE AT WORLD'S FAIR 


Pee ibeoeadiel, 


4 


« 


ae | 


Reid, Murdoch & Co., Chicago food manufacturers, made the front 
pages of newspapers throughout the country as being one of the 


ge 


= = ae 


first to hoist an NRA flag. John MacMahon, vice-president, is shown 
in the act. Photo by Chicago Daily News. 


The result was this picture of the "dental charm gir |," protegee of Bristol-Myers Company, running t 
midgets through a quick drill on dental care. 
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